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Sticking Our Neck Out 


MMEDIATE and long term ef- 

fect of war is to raise prices. The 

first few days of the war in Eu- 
rope advanced prices all along the line 
in the raw materials for electrical 
appliances. The price of copper and 
other non-ferrous metals advanced 
sharply; rubber also. Steel export 
prices were advanced, with a rise in 
domestic steel prices confidently fore- 
cast. 

As a consequence, major appliance 
prices are due for an increase. Manu- 
facturers have absorbed raw material 
price changes up to now, and have 
been pricing their products competi- 
tively, with advances in cost of manu- 
facture coming out of their own 
pockets. This cannot continue. The 
inevitable result of further increase in 
cost of raw materials must be that 
these costs will be passed on to the 
consumer. 

With small appliances the greatest 
proportion of the total cost is in fabri- 
cation, and prices may not be increased 
until wage scales are affected. This, 
too, will come in time, but in the 
near future refrigerators, ranges, 
washers and ironers can all be ex- 
pected to be priced higher. 

Increases will be general in the 
prices of all goods. Living costs are 
going up, and therefore price in- 
creases on major appliances should not 
induce any special sales resistance. 
In fact, the reverse may be looked 
for. People not only buy actively in 
a rising market, but other conditions 
will also be favorable to increased 
volume. Employment may be expected 
to go up and worker’s income will be 
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increased, even if wage rates are not 
advanced, because there will be more 
hours per week put in. 

Increased employment and the raise 
in workers’ incomes may not come as 
rapidly as the rise in prices of raw 
materials and products. Market stimu- 
lation, however, need not be delayed 
until the employment factor has had 
its full effect. The consumer has al- 
ways bought in anticipation of an im- 
proved economic situation some time 
before the improvement shows up sta- 
tistically. 

There is always a great deal of 
dormant purchasing power that can be 
stimulated into activity by both the 
threat of higher prices and the prom- 
ise of better times. 


Washer Week Windows 
‘ N encouraging indication of the 


trade interest in Washer and 
Ironer Week is in the report from 
Secretary Bohnen of the A. W. & 
I. M. A. which shows 475 dealers en- 
rolled in National Washer and Ironer 
Week’s contest for best display win- 
dows. These 475 dealers have regis- 
tered before September 1 their inten- 
tion of entering this contest with a 
bang-up window display, with the 
event still six weeks away. A good 
many washer salesmen have very evi- 
dently been bringing the display con- 
test and the value of Washer and 
Ironer Week promotion to the atten- 
tion of their dealers, and from their 
experience last year dealers are evi- 
dently alert to the sales and profit 
possibilities of National Washer and 
Ironer Week. 
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Merchandising Month 


With a month yet to go, the number 
of enrollees for the contest will surely 
increase many times, and the smart 
dealer is going to be in this year with 
both feet and both windows. 


600 Watts For The Farmer 


HE Rural Electrification Author- 
“Wie discouraged by the fact that 
tenant farmers and other low-income 
ruralites are unable to afford electric 
service, propose a remedy for this 
situation. The REA will provide 
a limited service to these farmers 
through the development of a low- 
cost, low-capacity transformer. The 
farm to be wired under this new plan 
will be limited to 600 watts of juice. 

REA is optimistic about the ac- 
ceptance of this proposition, since they 
are understood to be placing an order 
for 10,000 units and expect to buy 
some 50,000 during the next eighteen 
months. 

It all sounds like a poor piece of 
planning. The electrical industry to- 
day is still struggling with the problem 
of inadequacy of wiring and service in 
old homes and is trying its best to 
get something approaching ade- 
quacy in new ones. In face of this, 
the government sets out to equip farm 
homes with a service—600 watts limit 
—insufficient for even fairly good 
lighting. 

And, of course, many farmers now 
perfectly able to pay for proper serv- 
ice will adopt this cheap form of 
connection, and the whole beautiful 
dream of the benefits of electricity to 
the farmer through government as- 
sistance goes blooey. 
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CASH IN ON 1940 profits NOW! 


You jump ahead of the pack when you sell Westing- And to bring prospects into your store to SEE 
house 1940 Laundry Equipment. A complete the new line is a field-tested plan ... colorful new 
new line styled to sell... priced to sell... displays ...the kind of ads and folders that make 
equipped to sell women ask for a demonstration ... EVERYTHING 

Here’s your chance to give your customer tomor you need to start profits rolling your way NOW. 
row’s improvements today ...to take a BIGGER Get the complete story from your Westinghouse 
CUT out of National Washer & Ironer Week . . . to representative or write direct to Westinghouse 
stay out in front during 1939, and all next year. Electric & Manufacturing Co., Mansfield, Ohio. 


Westinghouse wasners - iRONERS 
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FIRST PLACE & 


NEW PROCTOR 
DOUBLE AUTOMATIC TOASTER 


Model No. 1460 — Toasts 2 slices evenly 
at a time. Toasting control Dial, Bell Sig- 


nal, silent operation 
and Feathertouch Control. $995 











$1995 


With four-piece $5.95 
tray set, a $15.90 value 


= 


Cash In on the Coming Demand for Toasters and 
Tray Sets with These Amazing Proctor Toaster Values 


tty 


Smart styling, Proctor efficiency and 
quality at these prices are the value sen- —— 
) sation of the year. Only huge quantity 
SINGLE ayy production and new manufacturing ae 
AUTOMATIC methods make these values possible. Get (TSO MATIC 
TOASTER . —s your share of the Fall toaster harvest J TOASTER 
Model No. 1445 with Proctor toasters, featured in The Pa ap 
Toasts 2 slices, one side at a Saturday Evening Post advertising and America’s fastest adie toaster $995 


PROCTOR 


time. Bell Signal and Turn-O- 


Matic feature. With above tray supported by folders and displays. leet year. Est Gecrs open ot 8 
single touch. 


PROCTOR 


set $7.95, a $9.90 value. 
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FKapric Facts 


for Washer Salesmey" 





HOME LAU 


LINEN dress was sold for $15 
two years ago by a department 
Che clerk specified that 


garment that should always 


cleaned 

rchaser didn’t believe it. She 

saw no reason why the washing ma 

wouldn’t do the trick. Linen 

would not shrink and the colors, she 

felt, if properly handled, would not run 
It all 


During the two 


1 
Chine 


worked out as she guessed 


years that the dress 


has been worn it has been laundered 
24 times. If she had sent it out to a 
dry cleaner each time, at a minimum 
“ost of 70¢, she would have spent 
$16.80 to keep that dress in wearable 
condition—more than the original 
nvestment 

Now, a department store executive 
knows that $16.80 in the purse of the 
customer is purchasing power for his 
goods. In the hands of a dry cleaning 


establishme nt he s out of luck. Senti- 
ment, therefore, in the dress selling 


business leans generally to the idea of 


laundering at home 

Yet the sad fact remains, as Kath- 
erine Fisher of Good Housekeeping 
magazine has pointed out, far too 

inv women are directed to send their 
urchases to Iry cleaners. All too 

y are 1 to puddle purchases out 
in the wash bow! by hand. 

Why? Such situation has a seri- 
ous effect on the sale of washing 
machines. Fo ft the housewife herself 
las few ems to run through 
the family machine, it is logical to be- 
lieve that she will never put her heart 
in her laundry work as she might do 
f her own clothing were committed 
to the washer’ 

lo discover just where the log jam 
was in the women’s cloth ng held, 
Electrical Merchandising recently in- 


terviewed the test ng laboratories of 


ne of the country’s largest department 
tores. Only a half dozen stores in 
America have such testing laboratories 
nd they exist largely to protect the 
tores against being made the goat. 

For the business of making women’s 
othing touches so many sources of 
supply, and opens such a multitude of 
chances for error that it is very diffi- 
ult to root out the chances of laundrv 
grief by specifications rhe ever 
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changing forces of 


troducing 


fashion keep in- 
materials from new 
suppliers with new chances of error. 
You yourself have probably read how 
fishnets have been brought into the 
style picture since last year. 

To begin with, the dress manufac- 
turer does not produce his material 
nor his thread. He may run up a 
dress from a sample of Japanese silk 
and submit it to the department store. 
When he orders material from which 
to cut his order it may be in rayon. 
Should he turn his material back 
when the finished garment to the eye 
will seem exactly like the sample? 

rhen there is the element of thread. 
Sometimes the color in thread runs 
when the garment is washed which is 
not the manufacturers’ fault at all. At 
other times, dyes on repeat orders will 
do tricks that happened the 
first time. 


new 


never 


This little $15 dress il- 
lustrates how frock shop 
owners needlessly advo- 
cate dry cleaning and 


waste their customers’ 
money 
“The real curse of the women’s 
wear field,” declared the Electrical 


Merchandising informant, “is the 
necessity of producing dresses to fit a 
price. Manufacturers know perfectly 
well that a certain group of .women 
can only spend $2 for a dress. They 
might make some plain little thing to 
sell for $2, but customers want a lot 
of style for their money. So the 
maker goes to work to ‘flick up’ his 
$2 garment—which should be plain 
and simple if it is to give its money’s 
worth—and make it look like some- 
thing better. Material is stretched, 
cheap thread used, dyes are unques- 
tioned, all to meet the $2 price. 

“In a nutshell, women get only what 
they pay for. If they get something 
at $2 it is certain to be short on wear, 
washing ability and fit. 

“As you go up the ladder to $3.95, 
$4 to $7.95, $10.95, $12.95, $15 to 
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ON DRESS UPKEEP 


$17.50 and up to $22.95, each ste; 
represents more life and satisfactior 

to the purchaser. The cheap dress i 

only pleasing to the eye. It is a foolish 

thing to buy and it looks its best only 

the moment it is sold. 

“For example, even the materials 
are going to give trouble. It can be 
produced of an acetate rayon which 
melts when in contact with a hot iro1 
Or it can be made of viscose rayon 
which does not have this discrepancy 
But who should worry—except the 
store that sells it.” 

In the scramble for business manu- 
facturers are lavish with tags certify- 
ing washabality. In fact, these tags 
are often bought by the gross and 
attached to all dresses. Producing one 
from a dress that has gone to pieces 
the laboratory technician read, “This 
is your assurance that this fabric has 
been laboratory tested and approved 
for washability, color, fastness and 
wearing qualities.” So tags mean 
little. 

The vast majority of fine fabrics 
will wash, the laboratory of this big 
department store found, whether solid 
colors or printed—provided sufficient 
care and attention to detail is given 
the washing operation. 

If fashion trends were content to 
include only about a dozen colors and 
allow the dyers some choice in their 
selection the color part of washing 
silks and rayons would be easily 
solved. Where hundreds of shades 
and hues are sought, many of them 
here today and gone tomorrow, and 
most of them requiring the blending 
of from two to six or eight dyestuffs 
the dyer cannot always obtain the de- 
gree of fastness and absence of bleed- 
ing that the term “washable” implies. 

Studies of complaints show that they 
are due chiefly to avoidable mistakes 
or inexperience in washing or press- 
ing. They may be summarized a; 
follows : 

1. Bleeding, “running” of the colo 
into surrounding color may 
under the following conditions: 

(a) When damp with perspiratio: 
over a long period. This tendency i 
increased when rubbing occurs a 
happens during wear at the armpit 
and across the shoulders, etc. 


occu! 
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By 


TOM F. BLACKBURN 


HOW A WASHER DEALER 
ee 





(b) Prolonged wetting or soaking. 

(c) When rubbed while wet. Soap- 
suds should be gently squeezed 
through the fabric. 

(d) When rolled up awaiting iron- 
ng. This should never be done with 
ny porous material. 

(e) When one damp or wet 
face is in contact with another 
is when hanging. 

(f) While ironing double thick- 
nesses imprinting of the design may 
ecur. 

(g) If the water is too hot or the 
soap contains excess alkali. 

(h) Majority of solid colors will 
bleed at least slightly in a white 
material if washed with it, as trim- 
mings, 


sur- 
such 


etc. 


Shrinkage presents an ever present 


roblem while fashion trends toward 
crepes. The crepe yarn is highly 
twisted. As the yarn is twisted it 


shorter; if wet it contracts 
#;1 e. + - _ > $ 

still further. In many types of fabrics 
such as flat crepe, voiles, organdies, 


becomes 


the desired fabric could not be ob- 
tained if the yarn were allowed to 
contract fully in finishing. Stretch- 


ge, the opposite of shrinkage, some- 
times occurs with rough or pebbly 
types of crepe. In these fabrics the 
cloth is woven several inches wider 
and this extra filling is crowded into 
the width to obtain the right surface 
effect. While ironing, if this material 
is pulled out too much or ironed with 
too much pressure, dimensions are 
increased. 

This department store laboratory 
has found that any fine garment 
should be washed quickly by hand in 

large, smooth container at a low 

emperature with a soap; and 
ifter blotting off excess water with 
in absorbent cloth, iron with a low 
heat iron. Neutral soap is absolutely 
essential for all silks and other fine 
fabrics. If an excess of alkali is 
present and not completely washed 
ut, it will remain as a free alkali 
which is decidedly corrosive, the ani- 
ial fibers and tissues will affect most 
lors in silks and wools. Most 
ompanies have at least one soap 
hich is “neutral” or nearly so. If in 
uubt use a soap that you would not 
estitate to employ on your face. 

Soaps, says the department store 
iboratory, should be thoroughly dis- 

ved in the washing solution before 
uutting in the garment. Never rub 
ap on silk or wool. When soap is 
mmbined with hard water it fre- 
uently forms a sticky, insoluble com- 


gor »d 


soap 
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what 


This is 
happens when the soap “falls” or the 


pound or soap curd. 


suds disappear. It can be seen on the 
surface of the water when rinsing. 
Once deposited on the fabric it cannot 
be removed by washing; dry cleaning 
solvents must be used. The simplest 
way to avoid hard water spots is to 
use plenty of soap to maintain a good 
suds and maintain the same tempera- 
ture suds and rinsing baths. Do not 
use any of the so-called water soften- 
ing agents when washing fine fabrics. 
Use plenty of soap solution so that 
the material is not crowded. The 
temperature should be low, and luke- 
warm means approximately body tem- 
perature—100 deg. Test with wrist 
or elbow if you are doubtful. 

The washing operation should be 
short. Silks and rayons are relatively 
smooth fibers and the dirt will not be 
firmly fastened. Not over five minutes 
should be required to wash a dress. 
After rinsing blot off the excess mois- 
ture with towels and iron at once. 
The shorter the time between im- 
mersing and the ironing board process 
the better. Never roll a colored ma- 
terial to await ironing. 

In ironing use a low heat—never a 
hot iron. Press on the reverse surface. 
Avoid pressing of print material 
against itself. It is often advisable to 
insert a piece of plain or wrapping 
paper cut to shape of sleeves or other 
portions while pressing the two thick- 
nesses otherwise necessary. In many 
cases at hems, seams, etc., where con- 
siderable ironing is necessary due to 
collected moisture and the water held 
by added thickness of material, it is 
better to let these areas dry 
pletely, then dampen slightly 
iron. 

To avoid shrinkage it is sometimes 
necessary with crepes to record a few 
of the measurements before wetting. 
These along with the paneling and 





com- 


and 
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seams of the dress furnish a guide to 
restore original measurements during 
the pressing. 

It is possible, the laboratory expert 
told Electrical Merchandising, for 
washing machine dealers to capitalize 
on this situation which department 
stores find themselves in. One thing 
the dealer can do is to offer to run 
some of the frocks offered for sale 
through a machine and iron it. Testi- 
mony by a local washing machine 
dealer that a certain dress can be 
safely laundered will be welcomed by 
the dress shop owner. 

For the department store owner 
knows perfectly well that women are 
interested in the laundering qualities 
of the garment they are selling. He 
knows perfectly well that he cannot 
depend on the information being 
passed to him from the manufacturer. 
He knows that the word of a local 
dealer who has put the dress through 
his tub will have a lot more weight 
with women than any label from a 
distant testing laboratory. 

2. If a washing machine dealer has 
a demonstrator who is really expert 
in washing, he will find the depart- 
ment store will gladly cooperate with 
him in turning over kicks and com- 
plaints with which the department 
store is always engulfed. Most of the 
complaints come from people who are 
ignorant of washing who 
should honestly welcome instruction. 
Many a garment is brought in that is 
merely damaged by an antiquated ma- 
chine. Customers will feel that a talk 
on how to wash clothes from a wash- 
dealer is much more 


processes, 


ing machine 


No amount of advice will elim- 
inate the “puddling market’ in 
the opinion of laboratory men 


convincing than advice passed on to 
them by the trouble department. 

The drive to sell more cotton goods 
is increasing the number of garments 
that women have for the family wash- 
ing machine. Pajamas, bathing suits, 
slacks, house coats, are all materials 
destined for the washing machine. On 
the other hand, the laboratory expert 
told Electrical Merchandising there is 
little chance that the washing machine 
will ever get what may be called 
“the puddling” market. 

Like washing teeth and brushing 
hair, the job of washing out hosiery, 
short brassieres and the like, has be- 
come a daily duty for most women, 
which they accept in their stride. 
Washbow] puddling each night per- 
mits them to get along with a far 
smaller inventory of clothing. Further- 
more, most of these underthings are 
made of silk, which are quickly rotted 
by perspiration and the sooner they 
are laundered the better. 

It is in dresses that more money is 
tied up. Women are interested in 
their cleaning. In a vast number of 
instances the washing machine is per- 
fectly competent to take care of work 
that is now being bypassed to the dry 
cleaner. The job is up to the dealer 


to play ball with the department store. 
The solution can be found. 
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M are not rated by the average and price tags. tye By I. L. C O C H R A N E desiral 


He is usually selling 


Sashes neceesitie : j r 
food “* ied as . essities, like what folks need—he has very little pr at 
We 4 | po "a 5 ind autom »biles. use for display showmanship. You, ship o 
ashers and troners are in the wanted on the other hand, require Display ciatior 
class. but not on the needed lict , : end, ™ juire isplay H . . . 
What ews the nec le I list. Showmanship which calls for a good ere are two suggestions for action Win- this 
{ s Y answer ? S ] : . . 5 
MANSHIP! R rages SHOW- _ selling idea woven in with surprise peer 
; cin \ight in our own show 1 little drama—and acti Thi ‘ i in 
: ali drama—< action. This par d is ‘ ein 
windows. where an mane Gannie witl acti pi ows, simple to 
windows, where so many people with- cular week your windows should p construct, to tie your trends 
— ironet without washers, or who draw the greatest attention and in- e usual 
e€ a contraption which sho ter : , . : - , 
cn gay: ap . \ 1 should be terest in your locality. In other words, store in with the national promotion they 
slline itl, — ig wer day. In your windows ought to present the And 
5 ng sometning wanted, but not best show of it kind : under 
Oy Fi os nov ts in the neighbor- W sensu 
“9 led, there no use trying to hood—and here’s why § of asher-Ironer Week, Oct. 14-19 more 
mitate the fell own the reet \ - 
fellow down the street who Every study proves that the average = 
Asso 


PAGE 10 
SEPTEMBER, 1939—ELECTRICAL MERCHANDISING ELE 

















i) | § 
“Uw 











: y 






































Ti, ul 


: 

















; / 














nind is capable of favorably absorb- 
ing just one important impression at 
atime. The New York World’s Fair 

iy be cited as an example. Among 
the thousands of surprising and fascin- 
ating items of commercial showman- 
ship to be seen there, the majority re- 
member some one big show more than 
any other. It may be the Futurama; 
in fact usually is because that is the 
biggest show at the Fair. All things 
being relative we are impressed by the 
best show at a-great Fair—or in our 
own neighborhood. Kings, presidents, 
chancellors, theatre and movie mag- 
nates, fair directors, as well as wide- 
iwake merchants, all manage to set up 
an impressive idea of good showman- 
ship. Showmanship is mighty effec- 
tive these days. The retailer has his 
show windows, and with a little study 
he, too, in this instance can put on a 
relatively big show as a means of 
selling more washers and ironers. The 
window is one handy place to display 
selling showmanship—and that argu- 
ment has no answer. 

The growing conviction among the 
more successful merchants that a show 
window is really a show, and not just a 
display rack, if it is to have that very 
desirable trade-increase value, is the 
ye reason why the average member- 
ship of the National Dry Goods Asso- 
ciation has increased display budgets 
this year about 18%. Department 
Stores have keen merchandising man- 
izers who can sense and follow new 
trends. They know that success is 
usually attained by employing what 
they have right under their noses. 
\nd their show windows being right 
under their noses they dramatize them 
more and more each year. 

Last year the Washer and Ironer 
\ssociation used the avoidance of un- 


Left 
DISPLAY NO. 2. The woman hanging 


out the wash should be backed with 
copy suggesting that electrical wash- 
ing and ironing does all the work 
except the hanging out, and so 
more time for leisure. 


Below 


DISPLAY NO. 3. is « simplification of 
No. 2 by eliminating the cut-out 
figure. It also shows how the sheet 
on the line is made to billow, in this 
or in No. 2, by means of a fan. 


Left Below 
RULED-OFF DRAWING This drawing for 


Display No. 2 may be enlarged to 
any desired size by any standard en- 
larging method, or scaled to any 
size, thus making it easier to follow 
the designer's style. 
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LARGE SIZE SHEET 





























corollary—or shall we say 
mate?—of that thought is 
in Display No. The golfing girl 
is having a good time chasing a ball 


nothing to be worried about. 
She is doing what almost 
every healthy minded woman yearns to 


, Visiting, reading, 
The billowing curtains also sug- 
gest ease and comfort, as well as set- 
ting up action as a means of drawing 
pre-occupied and 
hurried passerby. 
cut-out young ladies in the foreground 
they are also color- 
The inner window 


register pleasure; 
ful and attractive. 
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criss-crossed, 
and the 65 x 40-inch background is a 
painting set back for effect, and suit- 
ably lighted both day and evening, as 
this recess is back far enough not to 
y daylight. 
Tinted lighting may be helpful if the 
do not injure the effect of the 


Display No. 2 is a more simple plan. 
It suggests (and copy should back it up) 
that hanging out the wash is the only 
wash work when she washes and irons 
y- The slightly sur-realistic 
clothes poles and line may be fastened 
position 
Lettering on the 
sheet may be purchased from display 
supply stores, or sign shops, and fast- 
ened with ordinary china cement, 








tainable at almost any hardware 


5 and 10 store. 


Display No. 3 is the same as No. 
but without the figure. It also shows 
how action is secured for both Nos. 
2 and 3 by means of a concealed elec- 
tric fan. Ruled-off Drawing No. 


enables one to enlarge by any 


larging method; or by scaling to the 
desired size the drawing of the girl 
is readily made, and the designer’s 


style followed. 


The Association streamers are placed 
at the top, in the illustrations, in order 
not to cover the designs as they would 
if placed where they belong—as stick- 
ers for the inside of the window. 
Place these streamers on window 
glass, just above or below the line of 


vision in the usual way. 















Hehnke & Lohman, Grand Island, Neb., have had great success with this window 
display, featuring Speed Queen products, recently. Washers, ironers and refrigerators 
are featured but the former get the break in display. 


A microphone, live models and an interesting running conversation,” says Cloyce 
Bogle, sales manager, McCrery Music Co., Long Beach, Cal., “made this window a 
success. Bendix is featured and the action stopped traffic in town. 


ee 





This Thor window of the B. C. Electric Co., Vancouver, is made distinctive by the 
smart yacht, its canvas sails blowing (electric fan) and the cutout boats sailing in 
green cellophane. Right hand washer has glass soap bubbles, lighted. 


NATIONAL WASHER: UNE WEEK 








GOOD 
WINDOWS 


Suggest Ideas 


for WASHER 











To introduce their new “Speedliner” washer, Apex created this window and floor 
display visualizer for their dealers. Simplicity, economy are its main features together 
with a detailed selling message on the mechanical features. 


4 . 2 a ee wr 
he? FJ WEIGAND 


ERE CTR IO "SHOP 


A number of elements go to make up this washer-ironer window, featuring Blackstone 
products. Note the Washer Week banner in the rear, the explanatory signs and the 
clock at lower right emphasizing time saved through use of ironer. 
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The strength of this window featuring "World's Champion Maytag" is in the very This ABC window, a creation of the display department of the Philadelphia Electric 
size and concentration of machines gathered together. A selling message built around Company, is typical of the more elaborate (and expensive) jobs which department 
a single machine will turn the trick but sheer bulk is often impressive. stores and utilities go in for. Cutout figures are of papier-mache. 


This washer-ironer window display of the Jarett Radio & Refrigeration Co., Louisville, Here is another of those windows where emphasis is gained through the impressive 
Kentucky, won second prize in Lovell's contest last year. Hotpoint is the featured number of machines displayed. This Easy window was created by the Hill's Dry Goods 
equipmént with Lovell wringers given strong support in the clothesline. Company of Davenport, la. Note “Full Carload” poster at top. 


The presence of a real “Mammy” in this handsome window display of the Ludwig A cat and a monkey-wrench, both of them cut-outs, tell the story of quiet operation, 
Baumann store in New York City lends emphasis to the display of modern home freedom from mechanical troubles, in this General Electric window designed by J. U. 
laundry equipment (Westinghouse) as compared with old-fashioned methods. Berry for the Valley Electrical Supply Company, Fresno, Cal. 











The Dexter Company, Fairfield, la., built this window specially for their dealers to A combination offer of a set of rinse-tubs and cartons of soap feature this Voss 
use in tieing in with Washer-lroner Week. "All the clothing in this window has been window created by the People's Power Company, Moline, Ill. ‘Washer Sale!" tags 
laundered with a Dexter" the sign reads. Elements here are simple. and streamers call attention to the central display and placard with offer. 
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The whole gas engine mounting 
is @ single unit,"’ writes B. L. Finn 
of Easy, “and the machine can be 
lifted off this unit by unhitching a 
belt. The electric motor is in- 
stalled by fastening the saddle 
to the special arm cast as part 
of the gear case for that pur- 
pose, removing the pulley from 
the transmission shaft and substi- 
tuting a rubber coupling that 
connects the motor shaft to the 
transmission drive shaft.’ 


A TWIST 


and a gas poweregwas. 





It doesn't cost any more to run a gasoline powered washing Apex sends along printed instructions on how to change its 


machine than an electric. However some country people are washer from gasoline power into an electric in a few minutes. You need a wrench, a pair of pliers, and a screw Washing “hes 
wondering what they will do when electricity comes in, so Only tool needed is a wrench. One of the distinctions with to turn the trick—plus a half hour of time. over pec . 
Apex is the snowy white motor you get. a typical be 


these pictures tell the story of how little trouble it is to 
change to an electric motor if one has a yen for one. 


One can next almost take off the gasoline engin 
form and tank in one's sleep, this young gentle 
Dexter seems to testify. 


Upsy-daisy! 
where bolt 








Many washing machine manufacturers provide a change- You can do the job without even getting your clothes dirty, 
over bond, presented when you buy your gas powered as this man is proving with an ABC. So what's the farmer 
washer. Here is Les Edmunds of Standard Tire Company, waiting for? He can go ahead with a gas washer purchase 
Cedar Rapids, making the whole thing clear about an confident of change-over to electric motor anytime. 
Automatic Queen to a farmer. 
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, ] (} T 4 f W 4 : g T Pictures That Prove Farmers 
are Foolish in Waiting for Rural 


Electrification when They Can 


reawasher becomes an electric Enjoy Washing Machines Now 








over packages that contain everything needed. Here is line motor in place. It's duck soup to take them out. its platform. 


Washing machine manufacturers are offering change- 3 Note how there are only four bolts that hold the gaso- Bolts gone presto! off slides your gasoline motor from 
a typical box from Meadows. 


Upsy-daisy! And you pop your electric motor up to The belt guard goes on easy as you can see by this 
where bolt holes await it in the frame. Dexter picture. 


\ 


30 minutes time and a gas-engine washer is converted 
to an electric model, 


Oct. 14-21 
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Minnesota Works Out a Guar- | i . 





WILLIAM A. RITT 


Secretary, Minnesota Electric Council 


yn of guarantees, 


declares William 


» some kind of a 


legitimately given to 


2: These are the forms used by the Minne. 
Peers sota Electric Council on trade-ins 
SSS >— a 


— ir) SSS 
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become dissatisfied with the purchase for 
any re 
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° | (U 3. That a simil, d then current retail price 
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Guarantee Period .............Days 
Exchange Period ; 
Will be accepted at full cash price, 
in trade towards new article within 
Tl! Tr ~~. na TF i. 0DCCDClCzzaaA days; and at any time 
Pp thereafter, subject to a deduction of 
-= OL daithieoewse per month from date 
of purchase. 
Minnesota Electrical Counct] Form GET 


must be a close limit to the guarantee 
extended on unconditioned 
merchandise, there is a 
temptation to give a long or unreason- 
able guarantee simply to get the old 
junk off the floor. A limited guarantee 
of not over thirty days usually satis- 
fies the prospective 
equipment. 
Coupled with a 


used or 
otherwise 


buyer on used 
guarantee that is 
limited, the Guaranteed Exchange 
Certificate plan suggested by the 
Minnesota Electrical Council offers a 
guaranteed trade-in value which fur- 
ther assures the customer that he is 
getting something of value and cinches 
his coming back when ready to buy 
something new and better, and often 
induces a short 
period. 

Using the guaranteed exchange 
plan, a used washer for instance could 
retire its full cost if sold and traded 
back three or four times within two 
years. All that is needed is the proper 
system for handling the used equip- 
ment. 


new sale within a 


Here is the simple outline of a sys- 
tem for handling trade-ins: 

1. Control of losses on trade-ins: If 
your gross volume (at list) is $5,000 
annually on a given line (i.e. radio) 
and your discount is 40 per cent, you 
can plan to lose 5 per cent of list sales 
on trade-ins and allowances—or $250 

Seyond that all trade-ins 
their own 


—per year. 
nust pay way—you must 
get your money back, plus the cost of 
reconditioning. If you trade in junk 
-allow only junk value—and actually 
get rid of it as junk. 

2. Reconditioning trade-ins: Repair 
refinish those trade-ins which are 


TY 


salable. Don’t fix up or attempt to sell 
anything that you are not willing to 
guarantee for at least thirty days serv- 
ice. “Do unto others as you would 
have others do unto you.” Put on a 
price that represents fair value. On 
some you can make a little—on others 
you may lose a little. Use good judg- 
ment, 

3. Put a “Guaranteed Exchange 
Tag’ on each used appliance. (See 
sample attached.) This affords place 
for full information as to description, 
price, terms, guarantee and exchange 
value. Use of these tags will add a 
uniform businesslike appearance to 
your used appliance stock. 

4. Have copies of the Guaranteed 
Exchange Certificates handy (sample 
enclosed) so you can show prospective 
buyers how they are protected in buy- 
ing a used appliance from you. This 
will increase confidence in your meth- 
ods of doing business and give you an 
edge over competition. When a sale is 
made, fill out the certificate in dupli- 
cate—one to customer and one for 
your files. The advantage of this 
definite treatment of guarantee and 
exchange privilege should be obvious. 

5. Advertise your used appliances 
or radios constantly in the want ads, 
or classified sections, either as a lot or 
as individual items, featuring the 
“Guaranteed Exchange Certificate.” 
These ads are inexpensive and very 
successful. 





Here is one of a few sug- 
gested ads: 


For Sale: 5 used Electric Washing Ma- 
chines, reconditioned and carrying Guar- 
anteed Exchange Certificate. 
to $29. Blank Electric Shop. 


Priced $15 


SEPTEMBER, 





Here are other classified advertise- 
ments which have been successful: 


Used Fairday Elec- 
tric Washer, late model, $24; with 
Guaranteed Exchange Certificate. Other 
washers $15 up. Blank Electric Shop. 
Good used electric radios $5 up. All! 


Special this week. 


in good condition with Guaranteed 
Exchange Certificate. Buy here with 
confidence. Blank Electric Shop. 


Larger display ads are also success- 
ful where a large number of attractive 
bargains can be listed. The following 
copy may be featured in such ads: 


"Every used appliance (or radio) listed 
in this advertisement carries our Guar- 
anteed Exchange Certificate stating our 
definite guarantee and exchange or 
trade-in value. Buy in confidence here- 
Your investment is protected." 


The words “guaranteed” and “Cer- 
tificate” have a magic power in adver- 
tising used merchandise. 

It would also pay each dealer using 
the plan to follow up all purchases of 
used merchandise within a year or less 
and endeavor to trade back the article 
on a new one. The figure of $1 per 
month is suggested for an average 
discount or deduction. Thus, if a cus- 
tomer bought a used washer for $25 
and used it eight months, you would 
allow $17 for the old washer. Three 
deals like this would wipe out the old 
washer and permit junking it if neces- 
sary. 
paid up to ninety (90) days if the 
used article is turned in on a new one. 
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Some dealers allow full price 
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“They ve got to last a life-time,” says W. Hey- 
man of the Pacific Appliance, San Francisco 


EALERS who sell to custom- 

ers in the lower income 

brackets make a mistake to 
think they should handle a low cost 
washer, says W. Heyman of the Pacific 
Appliance Company of San Francisco. 
They should concentrate on the better 
type equipment. People who, when 
they buy, must expect their equipment 
to last for a lifetime are the very ones 
who appreciate that they cannot afford 
to buy poor quality merchandise, he 
points out. In his own experience, 
with a clientele of modest income 
working groups in the Mission dis- 
trict, he has found that $89.95 ma- 
chines sell far better than those at 
the $39.50 level. Of course this means 
that his men are trained to concentrate 
on the more expensive washers and to 
point out their merits to the prospec- 
tive customer. The point is that on a 
reasonable monthly time payment basis 
he himself regards the quality washer 
is a better bargain for the working 
man to buy and because be believes it, 
he can always convince his customer. 
Incidentally, it offers a far better 
profit to the store for the time put in 
m it. 

The Pacific Appliance Company has 
hree service men and three salesmen 
—and in the spring and fall they some- 
imes go out on cold canvass drives. 
Che rainy weather of the winter is too 
liscouraging to the men and in the 


ncome Groups Buy 





summer the housewives who could 
afford washers at all are for the most 
part out of town. Cold canvass does 
always uncover a certain number of 
leads, in Mr. Heyman’s experience. 
Many of these would eventually have 
taken the trouble to go out and make 
their purchase, but of course, they 
might have selected some other store 
with which to deal. The proportion of 
new business gained is always fully 
worth the trouble. 

The largest proportion of sales, 
however, comes from store leads. To 
encourage this business, some years 
ago the store spread to a fifty-foot 
frontage and added an impressive mar- 
quee, with illuminated sign. The re- 
sult of this expansion was an immedi- 
ate increase in business which has 
continued in proportion. Mr. Heyman 
always keeps a large number of wash- 
ers and other appliances in the win- 
dows and on display in the open space 
in front of the open door of the store, 
so that no passerby can fail to be im- 
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pressed with the fact that the store has 
an outstanding stock. Customers have 
been known to be impressed with the 
store merely from the glimpse they 
obtained while passing in a street car 
and to have climbed out at the next 
corner to return and make a purchase. 
This is particularly true at night, 
when windows and store front are 
brightly illuminated. The extra invest- 
ment in rent and the original expense 
of the layout is more than repaid in 
the increased business which has 
resulted. 

3ecause of the fact that his clientele 
are mostly in the working class group, 
he has found it advisable to keep open 
nights until nine p.m. In families 
where the purchase of a washing ma- 
chine is a major investment, it always 
is a matter on which husband as well 
as wife must be consulted. And hus- 
bands are available only after working 
hours. Frequently he has couples 
come in to check over an appliance 
concerning which the wife was asking 





W. Heyman of the Pa 
cific Appliance Co., 
San Francisco, trains 
his men to concentrate 
on the more expensive 
makes of washer de- 
spite low incomes. 


earlier in the day. For this reason, 
he does not believe in pushing a sale 
to its conclusion on first meeting. 
Better to present the story, give the 
wife full arguments with which to 
convince her husband and then leave 
her for a while to do her own selling. 
If you have done a good job the first 
time and if she really has the money 
to make the purchase, she will be back. 
Whereas if pressed to make a decision 
too soon, it would probably be in the 
negative. 

The service department is impor- 
tant, he believes, mainly because the 
customer would not trust a store which 
was not able to handle repairs on its 
own equipment. Being located in a 
jobbing center, he does not find it 
necessary to stock a large number of 
parts, but he does maintain a prompt 
service for all laundry equipment and 
smaller appliances. This gives the 
store standing and offers a fair number 
of leads among the customers whose 
first acquaintance with the establish- 
ment was through the service rendered 
on equipment originally bought else- 
where. 

He handles more than one line and 
maintains a complete stock of models 
on hand believing that, more than any- 
thing else, the customer is impressed 
with the wide choice and the showing 
made by the array of equipment. She 
feels that she has come to headquar- 
ters and when she has found what she 
wants here, that it is not necessary to 
go elsewhere to make comparisons. 
That she shall be convinced that she 
has found what she wants is the busi- 
ness of Mr. Heyman and salesmen. 
Who, apparently, do a good job of it. 
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What a Modern 
Home | aundry 
Cian Be 





Miss Vivien Kellems, a New York business woman, 
whose modern electric kitchen was illustrated in the 


May issue, designs and installs a laundry in her home 


A general view of the Kellems home laundry. Note the 
shelves built above the ironer to hold the newly finished 
pieces prior to transfer to linen closet. At left the washer 


UST as the plumbing people have her mind is the combination of laundry (Easy) and wash-tubs 


shown the housewife how to tuck an and sewing room. Laundry is constantly 
extra bathroom in an odd corner or in need of repair, says Miss Kellems, 
under a flight of stairs, Miss Vivien to say nothing of the fact that half of 
Kellems believes the laundry industry the sewing jobs need pressing and the 
should point out how a compact modern logical place for that operation is near 
home laundry may be fitted into the the ironer and the hand-irons. Speaking 
home. At her own home in Westport, of hand-irons, three—including a steam 
Conn., she has put into practice a num- iron—are essential to any well-equipped 
ber of unique ideas in designing her home laundry, in her opinion. Herewith 
electric laundry. Biggest contribution to a picture story of her laundry. 


Another feature of the Kellems laundry in this guard to pro 
tect long dresses when they are being hand-ironed. 


The combination home laundry and sewing room is a natural. 
Laundry needs constant repair and much material coming 
from the sewing machine needs pressing. Cabinet in rear 
is for irons (three) and sewing materials. 
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Here is a view of the ironer (Conlon) 
in action. . 


LEFT 


An electric hot water heater (Westing- 
house) and an oil furnace (General 
Electric) are an integral part of the 
home laundry set-up in the basement. 


RIGHT 


The Westport, Conn., home of Vivien 
Kellems, New York business woman, 
whose home laundy is described here. 


Here is the washing machine 
(Easy) in action and the set- 
tubs. Note the resemblance 
to a modern kitchen design. 


BELOW 


When the clothes are finished 
it is a simple matter to stack 
them neatly on these shelves 
built above the ironer. 







































... YOUR “MAJOR” 


APPLIANCE BUSINESS 
NEED NOT SHOW LOSSES 


Figures given by Retailing show that "major" 
appliance departments made the poorest show- 
ing in their history—The loss was twice that 
of ‘37. 





Barton Dealers Make Gains 


The above is not the case with dealers handling 
Barton Washing Machines. . . 








Price comparison and price competition are 


Water- both eliminated because of the exclusive and 
Breaker patented features and exclusive franchise. 
Tub 


The exclusive patented features are:— 
More turbulent water action, 


1710 extra water currents per 


eee " cleaner clothes in & Speed Control 
* Water-Breaker Tub 











No other washer has these advantages and 


ec . 

Speed Barton dealers do not compete, therefore, with eae 
Control every other dealer in town. and kill 
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See iil eae Push Washers with Exclusive Features 110 wa 
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He ha 
To make profits (not just sales) during Washer Week, get out of the direct South’ 
eae ° . ° icket 
price competition with all other dealers handling the usual conventional ~ aa 
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4 Arts” 
Barton Makes Special Offer ar ih 
twenty 
Women like Barton's two Exclusive Advantages — and as a special offer Barton is mak- “Ys de 
ing available to you a Speed-Control Model that will bring you more sales and assured _ Thi 
profits. time I 
a was 

Write today for National Washer Week Profit-Protector Special . . . THE BARTON rte 
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$20,350 in 












Washer Business 
in 160 Days 


... that’s the record that Fine Arts Furniture, Mont- 


gomery, Ala. made in the high-price washer business 





In this old Confederate town of 66,079 where 


negroes outnumber the white, 


the past 


S. P. Knighten believes in big space advertis- 


ing to get prospects into his store 


“6 OMEBODY,” says S. P. Knigh- 
ten of the Fine Arts Furniture 
Store, in Montgomery, Ala- 

bama, “Somebody has to beat a path 

and kill all the snakes. In Montgomery 

I reckon it’s been me.” 

Montgomery, where negro laun- 
dresses are thicker than blackberries, 
hasn’t been considered a very good 
washing machine town, yet Mr. 
Knighten last year was able to sell 
110 washers (Bendix) at $185 in 160 
days, and take in only eight trade-ins. 
He has been able to prove that the 
South’s big homes are ready for big 
ticket machines. 

First ingredient in the Knighten 
formula was twenty-six years in busi- 
ness in Montgomery. The name “Fine 
Arts” is evidence of the class of trade 
he has been shooting at. And, after 
twenty-six years he has built up a 
fair degree of confidence. 

This accomplished, he decided the 
time had arrived to tell Montgomery 
a washing machine story. To Mr. 
Knighten, rule 1 in telling a sensa- 
tional story is: 

1. Big space. Pages in the daily 
newspapers excited the town all right 
—but quickly brought the laundries— 
a sort of vested interest in Mont- 
gomery by the way—on the run. 
Naturally they attempted to put the 
screws on Mr. 
Knighten, in 
similar fashion 
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the washing 
machine has been something of a rarity in 





Alabama 
Power Company when it advertised 


to their treatment of the 


washers. The brawl and_ ensuing 
counter charges stirred up a lot of in- 
terest in Montgomery, where nobody is 
too busy to stop working and watch a 
good fight—even a couple of dogs out 
front will do. So Fine Arts got double 
its money’s worth from page space. 
2. Pay commissions to customers. 
As in many 

other towns in 
the south ener- 


1939 











getic outside salesmen are scarce. Mr. 
Knighten offered Hamilton Beach 
mixers, bed other articles 
equal to salesman’s commission to 
make it worthwhile for customers to 
come to him. He invested an aver- 
age $10 per washer or more. 

“You can’t tell what an outside 
man is telling your customer,” he says. 
“There is always a chance of mis- 
representation, and the misunderstand- 
ing always bounces back later in your 
lap. Our method resulted in inside 


sheets, 


sales which were cleaner and properly 
sold. 

3. Soft pedal guarantees. Mr. 
Knighten thinks that most guarantees 
today leave the dealer holding the bag. 
“There is no guarantee on furniture— 
why should there be one on an ap- 
pliance,” he asks. Furthermore, that 
guarantee in the hands of a salesman 
gives him a chance to draw the long 
bow and bring the customer bouncing 
back for a make-good long after the 
deal is closed. 


4, Financing. Fourth Knighten pre- 
cept is the belief that the financing 
must be tempered to the customer’s 
needs. It must weigh in the elements 
of sickness, of being out of work, 
should give the preferred customer 
latitude. Hardboiled methods of finance 
companies make it awfully hard for 
small town dealers to do business on 
a repeat basis. 

“The ideal situation,” Mr. 
Knighten, “will come about when the 
manufacturer, distributor, and dealer 
work out a combination with the local 
bank.” 

5. Exclusive dealership. Anything 
new, anything needing pioneering can 
only succeed in smaller cities, accord- 
ing to Mr. Knighten, if the dealer has 
exclusive representation. It is a good 
deal like planting seed and waiting 
for the harvest, and takes quite an 
investment of time and money. Where 
several other retailers are in a posi- 
tion to cash in on your efforts, the 
job isn’t worthwhile, he says. “And 
I’m like old Mose, who said ‘Ah’d 
rather have half of sumthin’ than all 
of nothin’,” declared Mr. Knighten. 

Success of the big ticket washing 
machines in the South has been due 


says 


to the way they liberate southern 
women from work, Mr. Knighten 
thinks. Immediate cause for buying 


was the number of negroes on relief, 
and the negro on relief is permanently 
off the idea of working. The sanita- 
tion idea is getting much stronger in 
the south, and last of all, there was 
the good old pride of ownership argu- 
ment. The economy of doing wash- 
ing at home is a reason too, for buy- 
ing, but it won’t put itself over auto- 
matically. 

So here is the Knighten story, 
gentlemen—and proof of his precept 
that the South is ready for big ticket 
washing machines. 
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(and Before and After the Week!) 


Make National Washer-lroner Week Take advantage of the stand-out Home 





























. 


pay you the biggest sales dividends. Sell Laundry line—the stand-out promotional 





General Electric Washers and lIroners. program in the industry! You will cash in! 
—— EE” 


GREAT WHITE LINE SCORES HIT WITH WOMEN 


Women want the advantages of the 
Great White Line of G-E Washers and 
lroners. They want the One-Control 
Wringer—the G-E Activator—Lifetime 
Lubrication—Quiet Washing Operation 
—the Permadrive Mechanism—and the 
assurance of the General Electric name! 


They want the wide range of models 
and prices offered by the G-E line! 
Your selling job is easier—your sales 
flow faster! 






~~ 





— G-E NATIONAL ADVERTISING 
SENDS WOMEN TO DEALERS’ STORES 


G-E Automatic Flatplate Ironer, AF-12 











[he greatest national advertising cam- zines reaching 25,850,000 homes! 
paign in G-E history will feature G-E Starts in September—runs through to 
Washers and Ironers in full-color December! Will send many prospects 


; ; : G-E Washer, AW-312 sith 
advertisements in these leading maga-__ to dealers’ stores! : Pin 


De Luxe One-Control Wringer 


RETAIL SALESMEN CLIMAX EFFORTS 
TO JOIN “COMMITTEE OF 1000” 


Retail salesmen everywhere are ex- never have before to win a place on 
cited about the “(Committee of 1000” the Committee and the subsequent 
for G-E Washers and Ironers. Your benefits. Their extra sales will mean 
retail salesmen will work as they _ extra sales for you! Cash in! 








Phone, write or see your G-E Distributor today for complete details 


GENERAL (33) ELECTRIC 
WASHERS—IRONERS 


SEPTEMBER, 


General Electric Will Steal the Show 
During National Washer-Ironer Week 






BRIDGEPORT 
CONNECTICUT 
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The 
“GEORGE” METHOD % 


of Cold Canvassing @ 





OLD canvass is the turkey 
which keeps well fed the 
seven- to fourteen-man staff of 

the appliance department at Hart’s 
department store of San Jose, Cali- 
fornia, F. W. Pearman, manager of 
the home appliance department, would 
be happy if this were not necessary, 
because he feels that the method is 
a difficult one and always involves 
considerable waste motion, as_ well 
as profitable time, but in the farm and 
canning community of which San 
Jose is the center, this seems to be 
the best way to do the job. So his 
men go out every week and ring door- 
bells. He does it pretty regularly 
himself, just to keep his hand in and 
to keep abreast of the problems the 
men are meeting. 

Out of the experience gained they 
have discovered a number of methods 


“Half the town works by night and sleeps by 
day . . . and salesmen are not supposed to 
disturb such a household in daylight hours.” 








which seem to make the job an easier 
one. One is what is known in the 
store as the “Off Service Call”. This 
consists of arming the men with a 
list of the owners of washing machines 
sold by the store and sending them 
out into the districts where these 
homes are located. They do not call 
on the owners of the machines, how- 
ever; they ring the doorbell of the 
house next to the one of which they 
have the address, “Is this Mrs. 
Jones?” they ask when the Jady 
answers the door. “We've come 
about your Apex washer”. (If that 
is what the lady had bought.) “Oh, 
no”, replies the housewife. “I’m not 
Mrs. Jones. She lives next door. 


But I think I saw her go out a little 
while back.” “Well, that’s all right,” 
returns the salesman, “I’m sure her 
is O.K. 


washer I was just calling 
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"He manufactures a mythical 
personage known as “Mrs. 
George” . . . who is supposed 
to be interested in buying « 
washer...” 





A Little Ingenuity Works Wonders On 
Outside Washer And Ironer Prospects 


back to make sure she was perfectly 
satisfied.” From this point you can 
supply your own dialogue, which does 
not refer any longer to Mrs. Jones. 

The so-called “George” method is 
a variant of the same idea. In this 
case, however, the salesman is sup- 
posed to have found himself in a per- 
fectly strange neighborhood, with no 
local contact to give him a handle for 
conversation. So he manufactures his 
own by inventing a perfectly mythical 
personage, known in the store as 
“Mrs. George” who is supposed to be 
interested in purchasing a washer— 
and starts out to inquire for her from 
door to door. The housewife who 
answers naturally has not heard of 
such a person in the neighborhood, 
but she frequently is willing to listen 
to what the salesman has to tell her 
about the remarkable machine Mrs. 
George is just about to buy. Some- 
times she makes a purchase herself. 

Most of these calls are serious 
attempts to make a sales, but just the 
same, few sales are actually made at 
the front door or inside the house 
either, from a front door contact, in 
Mr. Pearman’s experience. What 
these calls do is to start the house- 
wife thinking along the line of wash- 
ers and to place Hart’s prominently 
in the forefront of her thoughts. 
Later—a few days, or a week, or even 
several weeks, perhaps, she will be 
found walking into the store and ask- 
ing for the particular washer con- 
cerning which the original sales talk 
was made. That is why the method 
is so hard on salesmen’s morale—and 
also, why, in the end, it is good for 
the store. 

One other special situation which 
exists in San Tose may occur else- 
where where industrial towns work 
with day and night shifts. This is a 
particular condition of the canning 
industry, which is markedly seasonal 
and which must take advantage of the 
short period when fruit is at its best. 
During this time half the town works 
at night and sleeps all day. A system 
has been evolved of hanging a cord 








on the front door indicating that the 
house harbors an “all-day sleeper”. 
One of the things Mr. Pearman has 
found is that it pays to obey this 
warning scrupulously. His men are 
instructed never to disturb such a 
household during daytime hours. In 
fact, the department has drawn up a 
chart of the district, indicating such 
homes and is most meticulous in fol- 
lowing this schedule. The time to 
reach these people is in the early 
evening. Cold canvas work on such 
a group made during the season when 
canning activities are at their height 
brings excellent results. The pay is 
good for night work and conditions 
are favorable. Both husband and 
wife are apt to be at home and in a 
friendly mood, if only for the reason 
that they appreciate the courtesy 
which has not disturbed their day- 
time rest. 

Salesmen work on a full commis- 
sion basis, so that this extra work 
well repays them for the time put in. 

Hart’s maintains an appliance de- 
partment in the basement of its main 
store with a complete display of 
laundry ‘equipment, and also has 
samples of washers and ironers lo- 
cated at such strategic points about 
the store, such as adjacent to the 
lunch counter, with a man stationed 
nearby to answer questions and pick 
up leads, but the chief appliance head- 
quarters is in a separate shop around 
the corner. This has its own window 
displays and entrance. 

This is the picture—half store 
business, half cold canvass and field 
follow-up. Salesmen appropriately 
spend half the day on the floor, half 
out ringing doorbells. This works out 
better than alternate days, Mr. Pear- 
man finds, as it gives a chance for 
prompter follow-up of leads and also 
holds the men to a closer schedule of 
application. The result is a busy 
department and an attractive volume 
of business, with salesmen able to 
build their commissions to an ade- 
quate income figure. Cold turkey, 
properly prepared, makes good eating. 
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In Newton, lowa, grocery store 


cooperation sieves out prospects 


ILL ROGERS in one of his acts 

used to throw a lasso around 
seven or eight people, neatly tying 
them up in a bundle with one fillip 
of the wrist 
Phat, in a sense, is the direction of 
present washing machine strategy 
With lower prices and consequent 
lower commissions, ways and means 
are being charted to lasso the interests 
f groups of humans rather than to 
hunt out individuals by means of a 
lot of leg work 


One of the newest mass selling 
devices recently appeared in the wash- 
ng machine town of Newton, Iowa, 
where Grocer Ben Sideman has two 
tores and a branch in Monroe, Iowa 
lo introduce Magic washer soap 
powder Sideman recently loaded his 
windows with Meadows washers. In 
persuading his grocery customers to 
ll out trial soap cards, he asked two 


questions which mean a great deal to 





1 washing machine salesman. The 
first concerned the age, the second 
the make of the washing machine that 


‘ 
the customer owned 


“The sight of a washing machine 
i a grocery store window is unusual 
enough to cause customers to ask 
what the heck doing there,” Mr 
Sideman t Id Electrical Merchandis 


ng This stunt is being featured 
V 24 day It important that 
the time element be set sharply " 
Jown on another street a Gamble 
lealer, Harold Eck & Son, who runs 
1 electri il 1Op, awaits the end of 
that sale with interest While he did 
not sell Grocer Sideman his machines 
those were supplied to him by the 
Meadows Corporation, Bloomington, 
Il].—neverthel it is understood 
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that all the cards that the good people 
of Newton fill out will eventually be 
turned over to Mr. Eck, who happens 
to be the Meadows dealer for that 
town. 

“You can readily see,” he _ told 
Electrical Merchandising, “that with 
inywhere from 250 to 300 names I 
can spot quite a few people with aged 
washers on their premises. I can de- 
tect quite a number who are in line 
for our type of machine. As a con- 
sequence, | will be greatly surprised 
ir we do not close ten sales out of 
the interest stirred up by the grocery 
store tie-up.” 

\ byproduct of the campaign, Mr. 
Eck pointed out, will be the publicity 
given his line of washing machines. 
Since the grocery store has much 
better locations than he has, the at- 
tendant window displays and adver- 
tising will stimulate interest like 
nothing he could do. As a result, he 
will enjoy this byproduct of publicity 
to the fullest. 

Several other washing machine 
ympanies have been featured in tie- 
ups with Oxydol soap chips during 
the year 1939. The Easy Spiralator 
spinner was given wide publicity and 
hor and Maytag also appeared. In- 
ismuch as soap companies do a thou- 
sand times more advertising than any 
washing :nachine manufacturer, such 


tie-up gives the business a boost in 
publicity that could be obtained in no 
ther way. Soap powder people feel 


; 


4 


; 


lat with increased use of cotton in 
women’s clothing such as slacks, pa- 
jamas, aprons, dresses and the like, 
that there is an increased family use 
f the washing machine, and hence 
hey like to get aboard a winner. 


1939 has been the year for 
soap chips-washer tie-ups, 
— Meadows, Easy, Thor 
and Maytag have had ma- 
chines appear in soap ad- 
vertising 





“Aha,” she cries, "What is this washing 
machine doing in a grocery store. So 
the plot thickens 


SEPTEMBER, 


ashers 


LE-UP 






Grocery store 
washer displays in 
aroused attention 


soap chips 
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Mrs. Henry Bohne walks 
into Sideman's grocery to 
do her shopping. She buys 





Meanwhile, Electrical Dealer Henry Eck, 
Newton, lowa, just sits back and collects 
the cards 
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How to Sell 


an lroner a Day 


. . . and better than one a day is Mrs. Cook’s record 


whose method of demonstration is given herewith 


NATTONAL WASHER: NRUNER WEEK 


Oct. 14 to 21 


Mrs. Virginia Cook who with 

her husband operates the Thor 
Electric Shop of Compton, Calif. 
That is, providing you learn how to 
use one efficiently yourself. The sales- 
man who can really produce good 
results with the machine he sells can 
convince his prospect. Which thesis 
she proceeds to prove by selling iron- 
ers herself. Her recent record was 
eleven ironers in nine days. 

All her demonstrations are given 
in the store itself; none in the home, 
for she believes that the good effects 
of the demonstration are not infre- 
quently neutralized by family or neigh- 
bors who keep throwing monkey 
wrenches into the smooth operation of 
the customer's responses. She keeps 
about three ironers hooked up all the 
time and a supply of dampened shirts 
on hand wrapped in cellophane bags, 
so that an immediate demonstration is 
possible at any moment. She starts 
with the collar and proceeds to more 
difficult details. Before very long she 
has the customer doing a good job 
over the same ground. She makes 
sure the prospect really knows how to 
iron before leaving the store. Doubts 
and objections do not stand in the 
way. Not that Mrs. Cook attempts to 
answer them, she simply passes them 
by and goes on boosting the electric 
ironer. By the time she has convinced 
the customer that anyone can use an 
ironer, there simply aren’t any objec- 
tions left. 

After her prospect has successfully 
ironed a shirt and is still proud of 
the achievement, Mrs. Cook demon- 
strates some of the simple but unusual 
things that can be accomplished with 
an ironer. It is often just such an 
unimportant but appealing detail which 
clinches the sale. She shows the pros- 
pect how to steam a velvet skirt, how 
to set pleats in a dress. Then she 
goes back and demonstrates the press- 
ing of a man’s shirt front and collar 
for a second time. 


| RONERS are easy to sell, says 


ELECTRICAL MERCHANDISING—SEPTEMBER, 


“Before very long, Mrs. 
Cook has the customer do- 
ing a: good job over the 
same ground. . . . She 
makes sure the customer 
really knows how to iron 
before leaving the store 








By this time the prospect is taking 
all straight ironing operations for 
granted. This is the time, when 
enthusiasm is high,, says Mrs. Cook, 
that the sale should be made. If the 
psychological moment of genuine inter- 
est is passed, the salesman will have 
to start from the beginning again. 
This does not mean the use of high 
pressure methods, but the simple 
recognition of the time to stop talking 
and to bring in a little action. 

The store handles at least three styles 
of ironers and keeps those which are 
hooked up close to the window, so 
that the public sees what is going on. 
More than once she has had customers 
bring in their entire wash and iron it 
in the store. This is a welcomed serv- 
ice, for it gives a real opportunity to 
make friends both for the store and the 
machine. Never, under such circum- 


1939 


stances, says Mrs. Cook, has she failed 
to make a sale. 

One of the pleasantest features of 
Cook and her prospect manage to get 
the iron in selling is the number of 
friends it has made for the store. Mrs. 
very well acquainted in the process, so 
that later after the ironer is sold, the 
customer will frequently drop in again 
from time to time just for a visit. 
This means that friends and neighbors 
drop in, too, when the excellent per- 
formance of the new ironer leads them 
to think that they might want one in 
their homes. The fact that the demon- 
strations are all made in the store 
makes these store visits a natural 
thing, whereas otherwise it would 
mean calling back at the customer’s 
home to keep up the contact. For many 
reasons, Mrs. Cook feels that her sys- 
tem is the better one. 







a Stee - 


Egg See eS 


The shop was started on a small 
scale some four or five years ago and 
has steadily increased in size until 
now it is five times as large as it was 
originally and could still use further 
space. And in this expanse Mrs. Cook 
feels that ironers have played an im- 
portant part. Not only do they con- 
stitute a sizable business in themselves, 
averaging better than one sale a day, 
but they help to make friends and to 
build up the other features of the busi- 
ness as well. She does not quite 
understand why other dealers have not 
seen the possibilities of this appliance 
and cashed in on a similar scale. 
Ironers, she says, are easy to drama- 
tize, they do a much needed job in the 
home with eminent satisfaction to 
their owners and the very fact that 
they take time to sell gives the stoxe 
an unusual opportunity to make friends. 
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In Newton, Iowa, grocery store 


cooperation sieves out prospects 


ILL ROGERS in one of his acts 


used to throw a lasso around 
seven or eight people, neatly tying 


them up in a bundle with one fillip 


of the wrist 

That, in a sense, is the direction of 

present washing machine 
lower prices and 


With 


lower commissions, 


strategy 
consequent 
ways and means 
are being charted to lasso the interests 
of groups of humans rather than to 
hunt out individuals by means of a 
lot of leg work. 

One of the newest mass selling 
devices recently appeared in the wash- 
ing machine town of Newton, Iowa, 
where Grocer Ben Sideman has two 
stores and a bran in Monroe, Iowa. 
To introduce Magic soap 
powder Sideman recently loaded his 


Meadows 


grocery 


washer 
windows with washers. In 
customers to 
ill out trial soap cards, he asked two 
questions which mean a great deal to 
a washing salesman. The 
hrst concerned the age, the second 
the make of the washing machine that 
the 


persuading his 
f 
machine 


customer owned 

“The sight of a 
in} a grocery store 
enough to 


washing 
window is unusual 
cause customers to ask 
what the heck it is doing there,” Mr 
Sideman told Electrical 

ng This stunt is 
ver 4 


machine 


Merchandis 
being featured 
important that 


le time element be set sharply - 


days It is 


Down on another street a Gamble 


dealer, Harold Eck & Son, who runs 


in el€¢ 11 SHOP, awaits the end of 
tha ale with interest While he did 
ell Grocer Sideman his machines 


those were supplied to him by the 
Meadows Corporation, Bloomington, 


] neverthels is understood 
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that all the cards that the good people 
of Newton fill out will eventually be 
turned over to Mr. Eck 
Meadows 


, who happens 


to be the that 


dealer for 
town. 

“You can readily see,” he told 
Merchandising, “that with 
inywhere from 250 to 300 names I 
can spot quite a few people with aged 
washers on their premises. I can de- 
tect quite a number who are in line 
for our type of machine. As a con- 
sequence, I will be greatly surprised 
ir we do not 


Electrical 


sales out of 
the interest stirred up by the grocery 
store tie-up.” 

\ byproduct of the campaign, Mr. 
Eck pointed out, will be the publicity 
given his line of washing machines. 
Since the grocery 
better locations 


close ten 


store has much 
than he has, the at- 
tendant window displays and adver- 
tising will stimulate interest like 
nothing he could do. As a result, he 
will enjoy this byproduct of publicity 
to the fullest. 

Several other washing 
companies have been 


machine 
featured in tie- 
ups with Oxydol soap chips during 
the year 1939. The Easy Spiralator 
spinner was given wide publicity and 
"hor and Maytag also appeared. In- 
ismuch as soap companies do a thou- 
sand times more advertising than any 
washing tnachine manufacturer, such 
a tie-up g 


s 


ives the business a boost in 
publicity that could be obtained in no 
ther way. Soap p »wder people feel 
that with increased use of cotton in 
wemen’s clothing such as 


' 


slacks, pa- 
dresses and the like, 
that there is an increased family use 
vf the washing machine, and hence 
hey like to get aboard a winner. 


Jamas, aprons, 


1939 has been the year for 
soap chips-washer tie-ups, 
— Meadows, Easy, Thor 
and Maytag have had ma- 
chines appear in soap ad- 
vertising 





“Aha,” she cries, "What is this washing 


machine doing in a grocery store. So 
the plot thickens 


SEPTEMBER, 






Grocery store window 
washer displays in Newton 
aroused attention 


Mrs. Henry Bohne walks 
into Sideman's grocery to 
do her shopping. She buys 
soap chips 





Meanwhile, Electrical Dealer Henry Eck, 
Newton, lowa, just sits back and collects 
the cards 
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How to Sell 


AT) lroner 


. . . and better than one a day is Mrs. Cook’s record 


whose method of demonstration is given herewith 


NATTONAL WASHER} TRONER WEEK 


Oct. 14 to 21 


Mrs. Virginia Cook who with 

her husband operates the Thor 
Electric Shop of Compton, Calif. 
That is, providing you learn how to 
use one efficiently yourself. The sales- 
man who can really produce good 
results with the machine he sells can 
convince his prospect. Which thesis 
she proceeds to prove by selling iron- 
ers herself. Her recent record was 
eleven ironers in nine days. 

All her demonstrations are given 
in the store itself; none in the home, 
for she believes that the good effects 
of the demonstration are not infre- 
quently neutralized by family or neigh- 
bors who keep throwing monkey 
wrenches into the smooth operation of 
the customer's responses. She keeps 
about three ironers hooked up all the 
time and a supply of dampened shirts 
on hand wrapped in cellophane bags, 
so that an immediate demonstration is 
possible at any moment. She starts 
with the collar and proceeds to more 
difficult details. Before very long she 
has the customer doing a good job 
over the same ground. She makes 
sure the prospect really knows how to 
iron before leaving the store. Doubts 
and objections do not stand in the 
way. Not that Mrs. Cook attempts to 
answer them, she simply passes them 
by and goes on boosting the electric 
ironer. By the time she has convinced 
the customer that anyone can use an 
ironer, there simply aren’t any objec- 
tions left. 

After her prospect has successfully 
ironed a shirt and is still proud of 
the achievement, Mrs. Cook demon- 
strates some of the simple but unusual 
things that can be accomplished with 
an ironer. It is often just such an 
unimportant but appealing detail which 
clinches the sale. She shows the pros- 
pect how to steam a velvet skirt, how 
to set pleats in a dress. Then she 
goes back and demonstrates the press- 
ing of a man’s shirt front and collar 
for a second time. 


| RONERS are easy to sell, says 


ELECTRICAL MERCHANDISING—SEPTEMBER, 








"Before very long, Mrs. 
Cook has the customer do- 
ing a good job over the 
same ground. . . . She 
makes sure the customer 
really knows how to iron 
before leaving the store 











By this time the prospect is taking 
all straight ironing operations for 
granted. This is the time, when 
enthusiasm is high,, says Mrs. Cook, 
that the sale should be made. If the 
psychological moment of genuine inter- 
est is passed, the salesman will have 
to start from the beginning again. 
This does not mean the use of high 
pressure methods, but the simple 
recognition of the time to stop talking 
and to bring in a little action. 

The store handles at least three styles 
of ironers and keeps those which are 
hooked up close to the window, so 
that the public sees what is going on. 
More than once she has had customers 
bring in their entire wash and iron it 
in the store. This is a welcomed serv- 
ice, for it gives a real opportunity to 
make friends both for the store and the 
machine. Never, under such circum- 
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stances, says Mrs. Cook, has she failed 
to make a sale. 

One of the pleasantest features of 
Cook and her prospect manage to get 
the iron in selling is the number of 
friends it has made for the store. Mrs. 
very well acquainted in the process, so 
that later after the ironer is sold, the 
customer will frequently drop in again 
from time to time just for a visit. 
This means that friends and neighbors 
drop in, too, when the excellent per- 
formance of the new ironer leads them 
to think that they might want one in 
their homes. The fact that the demon- 
strations are all made in the store 
makes these store visits a natural 
thing, whereas otherwise it would 
mean calling back at the customer’s 
home to keep up the contact. For many 
reasons, Mrs. Cook feels that her sys- 
tem is the better one. 
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The shop was started on a small 
scale some four or five years ago and 
has steadily increased in size until 
now it is five times as large as it was 
originally and could still use further 
space. And in this expanse Mrs. Cook 
feels that ironers have played an im- 
portant part. Not only do they con- 
stitute a sizable business in themselves, 
averaging better than one sale a day, 
but they help to make friends and to 
build up the other features of the busi- 
ness as well. She does not quite 
understand why other dealers have not 
seen the possibilities of this appliance 
and cashed in on a similar scale. 
Ironers, she says, are easy to drama- 
tize, they do a much needed job in the 
home with eminent satisfaction to 
their owners and the very fact that 
they take time to sell gives the stoxe 
an unusual opportunity to make friends. 
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This 350-piece band of the 
D. Z. Ph ips Music Company 
s famous th oughout the West 








and helps promote refrigera- 





for sales for the Company 
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Refrigerators beat the Band 


At least Fred Voss of the D. Z. Phillips Music Co., rane advertionnants ever tin Rooper’ 


signature telling the story of electric 
in Pueblo, Col. finds they £0 equally well together refrigeration and promoting its cause 
Back to the Phillips Music Com- 
pany and its promotions, the band of 
350 pieces it sponsors has become 
one of the most famous musical units 
of its kind in the West. Formed in 
1926 by D. Z. Phillips, president of 
the concern, it has grown from 
handful of inexperienced juvenile mu- 
sicians to a personnel of 350 carefully 
trained and selected students. Many A 
customers “on the books” played in RE 
the Phillips band years ago and have Are ys 
“done all their training” with that your f 
organization since they joined the ; 
band. The company has records of cael 
boys in the band whose fathers also WHY | 




































._~ in the same orgemention. ready 
1e story of the success of the 
D. A. Phillips Music Company is buyer 
really a story of promotion. In addi- her 1 
tion to the activities and promotions and « 
already cited, sales manager Voss uses save 
a theater cooperative plan to attract the j 
more prospects. He selects the lead- 
ing theater in the city, and for om; 
week he displays refrigerators in the THE 
lobby, conducts demonstrations, and . 
gives prospects the pro of tised 
7 what 


seeing the show at no expense. | 
Fred H. Voss, vice president in charge of sales for D. Z. Phillips, believes in using Voss does not believe in spending dura 





the user—and his user list is right smack on the wall where the prospect can see it. much money or time on cold canvass- servi 
z. ing—says cold canvassing has proved mod 
HI ¥ use a 300-piece band and = grocerymen and now sponsored by are ten League members now par- fruitless and he’d rather spend time logi 
mae os g Li ycery stores °° ~e Pueblo Electrical League, of which ticipating. The groceries are appor- and money in promotional work. He og 
I Cl ell retrig rat C ‘ Oss 18 res > ¢ * > > > » 2e > —- > > » Pi ; 
B .. Pie vtiss ethan gerators an pi . pre ident, was initiated some tioned between the League members relies on store traffic and customer $T. ¢ 
pplia ears ago soon after the Phillips com- by a series of “hat-drawings” and then contacts to swell his prospect list. stan 
Most dealers are content to “toot pany took on the Westinghouse fran- the participating dealer’s name and Voss cautions the appliance dealer 
their own horns”, but out in the West chise and began to aggressively sell display is used in the stores he draws. to “keep your salesmen happy and ove | 
where things are done in a grandiose refrigerators. Casting about for an These refrigerators are on display well-fed”. “As he explains “Our firm in tl 
manner D f Phillips Music Com wctivity to get refrigerators before the in the stores for about a week, in- can’t profit if our salesmen can't sess 
— — on lorns tootin’ for it. public Voss placed several models in stalled on a Friday and carried profit by the overall operations.” tain: 
nd . horns can make a lot of grocery stores, filled them with food, through the following Friday and Good salesmen want security as do clos 
noise, so Phillips has become the lead then offered the food to the prospec- Saturday so that two week ends may any other type of professional men, St. ( 
ane ; - music dealer in tive purchaser of the refrigerator if be used. The refrigerator is filled and salesmen selected for the Phillips . 
n . the purchase were made during a with food and the customers secured personnel are chosen to “stick”. As 
Getting back to the groceries, Fred pre-determined period. from these refrigerators displayed are testimony of his belief Voss points 
H. Voss, vice pr sident in charge of [he Phillips Company has had so given the food free, if they make the out that his five salesmen have been 
sales for this Pueblo, ( lorado, con much success with this tie-up with purchase within the week or ten days with the company from three to nine 
cern, also fas forty-five of the better the groceries that when Voss became of the promotion. Additional interest years. These salesmen own their own 
grocery stores in the city Selling ret- president of the Electrical League he and buying power is attracted through homes, take an active part in church 
rigerators as a promotional venture turned the promotion over to the or- the cooperation of the Southern Colo- and club work, and are good citizens 
his cooperation extended by the ganization with the result that there rado Power Company. This utility of their community. 
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Ane YOU FACED WITH A “LEVELING OFF” in demand ? 
Are you looking for a way to increase volume with 
your present organization—for something that will 
give your business added push—and added profit ? 


WHY NOT SELL PLANNED KITCHENS? You have al- 
ready won the confidence of the world’s greatest 
buyer—Mrs. America. You have supplied her with 
her modern refrigerator, range, washer, ironer 
and other appliances that bring enjoyment and 
save her time, labor and money. Now, complete 
the job. Supply her with a kitchen up to date in 
every particular. 


THE VITAL CHOICE: WHAT LINE? Nationally adver- 
tised St. Charles steel cabinets, of course! Steel is 
what women want. Steel is sanitary, beautiful, 
durable. Nothing else will match the quality, 
service and appearance of other appliances in the 
modern kitchen. St. Charles steel cabinets are the 
logical choice of the progressive dealer. 


ST. CHARLES STEEL KITCHEN CABINETS offer you out- 
standing quality and established prestige. They 
are the product of a company which specializes 
in the manufacture of steel kitchen cabinets, pos- 
sessing a nation-wide sales supervisory staff main- 
taining regular contact with dealers—giving the 
close co-operation so essential in this business. 
St. Charles cabinets come in two complete lines— 


St. Charles 


See: OF Se ee eS 
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Steel K itc 


MANUFACTURING C 


Master and Leader—each of utmost flexibility. 
Each represents the finest styling and construction 
in its price class. They offer all the sales possibil- 
ities of refrigeration with less competition, prac- 
tically no service problem, equal or better profit 
margins, and generous financing help through 
C.I.T. and F.H.A. The same motives and desires 
which sold refrigerators and ranges make logical, 
ready prospects for St. Charles cabinets...and many 
new appliances can be sold with the cabinet in- 
stallations. 


GET THE FEEL OF THIS VAST NEW FIELD at the out- 
set by selling St. Charles UNI-BILT package 
kitchens. They are standard combinations of our 
Leader Line cabinets. They come in 14 lengths, to 
fit almost any single wall requirement. They may 
be easily set up and connected between breakfast 
and dinner. After placing a few of these, you will 
find it simple to plan and sell the more elaborate 
U and L kitchens. The great flexibility of the two 
St. Charles lines, the complete planning service 
and direct co-operation offered you, will give you 
a great advantage over competition. 


GET THE COMPLETE PROFIT STORY of this new op- 
portunity. Send for a specimen set of our sales 
literature and an outline of our dealer plan. Learn 
why sales of St. Charles cabinets have shown such 
a decided upward trend. You will incur no obli- 
gation. Mail the coupon today. 


1939 








Pee 2 ee e@ eee eee —— a | 
St. Charles Manufacturing Co. 

| St. Charles, Illinois 

| You may mail me without obligation infor- 

| mation about St. Charles Kitchen Cabinets and 

| details of your dealer plan. 
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EHIND closed doors designers, 
stylists, engineers and produc- 
tion men are working out the 
major electrical appliances to be sold 


in 1940. The ones they hope will 
snare the most hard earned or W.P.A. 


dollars. The won't let us in so we 
can’t tell you what to expect. It may 
be some revolutionary gadget to pre- 
vent a guy from sticking his fingers 


raiding the “ice 
in the dark for a snack; or it 
may be just an ordinary “dingus” to 


in the butter when 


box” 
keep the milk bottles from upseting 
one thing is sure and that 
will be something new and 
different to talk about in nineteen 
That is all fine, but what deal- 
want to know is what about 

Despite republicans, dem- 
hell 
little satisfaction is selling anything, 
more particularly 
unless there is a 


Anyway 

5 there 
forty. 
ers 
profits. 
, , .- 

high water there is 


ocrats, and 


major appliances, 
little net left at the 
end of the year. 

What the 


doors educe or 


the closed 
conceive is only, at 
best, one third of the profit answer. 
Another one third lies in good mer- 
chandising and the final one third in 
the control of operating expenses. 

Fortunately the seller has a reason- 
able control over the last two thirds. 
But, that control must be planned well 
in advance of January 1940 if satis- 
factory results are to be obtained. If 
not, one is like the prize fighter who 
starts training the morning of the day 
he is to fight, and each takes about as 
bad a beating. 

ELECTRICAL MERCHANDISING is glad 
to be able to give you facts, figures and 
comments by which you can start 
planning for next year—now. The 
statistics are from the annual report 
of the Controllers’ Congress of the 
National Retail Dry Goods Associa- 
tion. Undoubtedly these are the most 
accurate figures in the world as to 
merchandising statistics and operating 
expenses in the distribution of major 
electrical appliances. They are the re- 
sult of well into the 
millions of dollars. They apply just as 
well to the dealer with annual sales 
of around ten thousand dollars as to 
the one with sales of over a million. 


folks behind 


sales running 


We say the above fully aware that 
Controllers’ Congress figures are from 
department with annual vol- 
umes ranging from half a million to 
perhaps a hundred. million dollars. 
But, same st sell major 
ippliances in volume from as low as 
sixteen thousand dollars to a high of 
around a million. 


stores 


those res 


Each appliance de- 
partment is run just as independent 
of the lepartments of the store 
as though it were an independent 
dealer on a side street. The only dif- 


other 


ference is that the appliance depart- 
ment in the department store happens 
to be under the same roof as the 
baby’s diapers, the boy’s pants, the 
girl’s shorts and the women’s hats. 
But it pays rent, light, heat, sales 


sts, and all other of the expenses of 
the individual shop. 

So, appliance sellers of all kinds, in 
studying the figures, must forget the 
halt million to a hundred million dol- 
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Here are the facts and figures on major appliance merchandising profits taken from Tota iM 
the Controllers’ Congress report of the National Retail Dry Goods Association Tonal Sal onal Sal 
Appli 
OE 
*The 
° tage 
By Ernest C. Hastings —— 
Group | Te 
Group II T 
lars which include ladies’ panties—if by ELectricaL MERCHANDISING using new year whether you get “them” or always ¢ 
they have started wearing them again the Controllers’ Congress percentages as ; efficient 
—- men’s shorts which sometimes of departmental sales to total store. This We are going to take each item very yo 
shrink so they leave a mark around was done so you can find your volume under merchandising statistics and op- reason f 
your middle, and all the other thou- group in order to make more detailed erating expenses in Chart 1 and give “hand Ie 
sands of items for personal use and comparisons. We wish to repeat that our translation of _what is behind cumulat 
for the home. You are only interested there is not a single item of merchan- them. We believe this may be of help healthy 
in seeing how the figures of the appli- dising or operating shown at the top to you in planning for 1940. 
ance department store can help in of Chart 1 which you do not have in C Siete Mark Mark | 
changing or adjusting yours. your business—irrespective of size or umulative Markon Seve 
Chart number 1 represents Con- location. A merchant once told us he All five groups on the chart show a staple 
trollers’ Congress statistics as they ap- had no rent because he owned the percentage below the average for the almost 
ply to the sale of major appliances. building; another, so he said, had no store. Some way must be found to in- store. | 
We've also given Total Store figures sales cost because Minnie—his wife— crease this. We believe our recent haps ei 
for comparison purposes. Department did all the inside selling and he all the campaign for fewer models and fewer the oth 
number 77 (77-R & 77-O) is total outside. sizes will help. The next step is for of such 
appliance sales; 77-R for only me- A lot of appliances will be sold dealer, distributor and manufacturer only is 
chanical refrigeration sales; and 77-O next year and you want your share of each to do his bit of the appliance job but oft 
for all other Major household appli- the sales, and a profit. A great deal without demanding so much help from No fig 
ances. Chart number 2 was prepared depends on how you “get set” for the the other. Second hand assistance is lieve t 
CHART | MERCHANDISING STATISTICS 
« Average Gross Age of Ocet 
MH : 8 Sales in Dollars e at In E 
3 3 x * 3 + ~ £5) 2 : Sp Fall Fe Cy a 3 
=i¢ eis = > ring a s ° 
E aig 6 Sy 5 si-= 33 sul/SElTs 
St | 35 | a8 38 88 | 52 | $2 | 23 aclia | % 3 LAX IS0|4E e 
$500,000 77 36.5 69 1.0 4.2 0.5 | 28.0 2.9 74 3.3 | 16.2 | 568 42.3 37 | 64) 2489 2.3 
to TIR | 35.6 7.1 0.8 3.1 27.4 3.1 62 25 | 224) 96.2 71.2 40; 50| 3 19 
1,000,000 77-0 | 37.7 6.5 1.4 48 0.7 | 286) 26 80; 08/139) 47.1 39.6 34) 66) 2 2.7 
Group | Store | 38.5 74 0.9 0.6 2.8 | 35.2 3.4 91 6.1 s 2.07 | 21 70 | 1683 4.2 
$1,000,000 77 37.7 5 1.0 49 0.5 | 30.2 3.4 74 3.0| 166) 83.35 | 67.86) 38 | 59] 27 3.C 
to | 77R | 37.2 4.8 0.4 4.7 0.1 | 30.0 41 70 1.7 | 15.9 | 135.58 | 119.80 | 44) 64/ 30 26 
2,000,000 77-0 | 38.9 5.3 1.6 5.2 0.7 | 30.4 3.1 80 1.3} 17.3 | 49.87 54.72 | 32] 57] 24 as 
Group Il Store | 38.6 6.9 1.0 0.6 2.6 | 35.5 3.6 94 70 1.77 1.88 | 23 | 70} 16 AA 
$2,000,000 77 37.4 6.5 0.5 4.2 0.3 | 28.7 3.7 76 21|16.5 |} 90.15 | 69.75 | 43 | 69/| 20/B1 3. 
to TIR | 34.9 6.0 0.2 3.7 27.6 3.8 72 1.0 | 17.7 | 132.33 | 123.299 | 44] 56] 36 3. 
5,000,000 77-0 | 38.5 7.2 0.7 5.2 0.6 | 29.5 3.6 80 1.1 | 15.1 49.24 51.25 | 42] 73] 13)B2 3 
Group Ill Store | 39.2 7.1 1.0 0.6 2.7 | 36.1 3.8 94 9.1 2.14 2.20} 28} 72) 1599 4 
$5,000,000 77 36.1 6.3 1.1 3.4 0.3 | 28.8 48 83 1.9] 18.3 | 70.79] 55.33 | 45| 72) 20/08 3 
to TIR | 34.6 6.4 1.0 3.1 27.5 5.8 76 1.1 | 18.6 | 119.91 | 113.05 | 49) 70] 24/5 3 
10,000,000 77-0 | 38.4 6.1 1.2 3.7 0.7 | 30.1 4.2 88 0.8 | 18.2} 50.21 52.40 | 42|) 75 | 17\99 3 
Group IV Store | 39.2 7.0 1.0 0.7 3.0 | 36.4 3.8 94 10.5 2.10 2.23; 35 | 74] 14/104 4 
; oes 
Over 77 35.3 6.6 0.9 3.7 0.5 | 27.3 4.2 73 1.4)17.2| 6654) 52.67| 43 | 68); 23/873 3 
10,000,000 77R | 32.6) 6.0 0.5 2.9 0.1 | 260) 4.4 70} O06 | 18.1 | 128.44 }112.45 | 55] 70) 25/875 3 
Group 77-0 | 38.0 74 1.4 45 0.7 | 29.0 4.0 75 0.8 | 16.5 37.63 34.98 | 35 | 67) 21/972 r 
Vv Store | 39.3 6.9 1.3 0.8 3.2 | 36.5 4.0 91 11.1 2.30 249 | 39] 71] 16/9710 - 





























*77 is total appliance sales (77-R and 77-O) 


77-R is mechanical refrigerator sales only; 77-O is all other major appliances. All figures not otherwise 
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CHART II 


TOTAL DOLLAR SALES IN DEPARTMENT STORES OF MECHANICAL REFRIGERATORS; AND 


MAJOR APPLIANCES 




















GROUP | GROUP il GROUP Ill GROUP IV GROUP V 
Total Major Appliance From $16,500 From $30,000 From $42,000 From $95,000 From $140,000 
Sales Per Year To $33,000 To $60,000 To $105,000 To $190,000 To $1,400,000* 
Total Mechanical Refrigerator From $12,500 From $77,000 From $20,000 From $55,000 From $50,000 
Sales Per Year To $25,000 To $34,000 To $50,000 To $110,000 To $6,000,000* 
Total Sales All Other Major From $4,000 From $13,900 From $22,000 From $40,000 From $80,000 
iiaddin Ces Vass To $8,000 To $26,530 To $55,000 To $80,000 To $800,000* 




















* These figures based on sales of $100,000,000. The volume figures in Chart 2 prepared by Electrical Merchandising using the 
percentage of departmental sales to total Store Sales as given in the Controllers’ Congress report as shown in Chart 1. 


Group | Total Annual Sales al! Departments $500,000 to $1,000 000 
Group I! Total Annual Sales all Departments $1,000,000 to $2,000,000 


Group III Total Annual Sales all Departments $2,000,000 to $5,000,000 
Group IV Total Annual Sales all Departments $5,000,000 to $10,000,000 


Group V Total Annual Sales all Departments $10,000,000 and OVER. 





always expensive because it is not as 
efficient as first hand. Perhaps the 
very youth of the industry is the 
reason for so much “nose wiping” and 
“hand leading”. If this.is changed the 
cumulative markon should show a 
healthy increase. 


Mark Downs 


Here we have in the comparatively 
staple appliance departments figures 
almost equal to those of the entire 
store. This despite the fact that per- 
haps eighty to ninety per cent of all 
the other merchandise in the store is 
of such a “high style” nature that not 
only is it “Gone With The Wind” 
but often goes before the wind comes. 
No figures are available but we be- 
lieve the high appliance mark-downs 


to be the result of too great allow- 
ances for “trade ins”. And excessive 
value on old equipment may be the 
easiest way to make a sale but it is 
also one of the hardest ways to a 
profit. More care in 1940 on “trade 
in” allowances can help the profit 
picture materially. 


Stock Shortages 


Look at those high percentages on 
maior appliances. Department store 
shortages are usually considered to be 
made up largely of theft. A “bird” 
can’t very well walk out of the store 
with a refrigerator or washing ma- 
chine under his coat. We are willing 
to wager these shortage figures are 
partly due to appliances put out “on 
trial” and either forgotten or over- 


looked. They just never come back. 
The “returns” percentages confirm 
this belief. Have a better record for 
the location of “trials” for 1940. 
Maybe your present one only needs a 
bit of tuning up so it will work better. 


Work Rooms 


We believe these cost percentages to 
be out of proportion with the efficiency 
of modern electrical appliances. Better 
instruction at the time of sale, and 
better explanation of the appliance 
should reduce this expense for 1940. 
More intestinal fortitude may also be 
necessary in making charges for un- 
justified service calls. When a 
“brother” drinks too much “corn” and 
gets his pants on backwards he doesn’t 
rush to the phone for the seller of the 


OPERATING EXPENSES—PER CENT TO SALES 




































































Occupancy ; Publicity Selling 
E 2% a ae Phe Bee 
3 3 3 : 3 £ 33 7 z 3s 613 5 H bp 
2] 2/33| 2/2 /}a8| 8 | 8 | & | 858) 28 
9| 23 4.4 2.7 4.5 44| 14.0 2.1 16] 182] 408/L128| 77 | (77R + 77-0) 
1.9 4.2 2.5 4.2 43| 138 1.7 24} 186| 403|L12.9| 77R 
4) 97 46 2.9 48 45 | 14.29 2.4 12} 178] 41.3/L12.7| 77-0 
4.2 7.1 2.7 4.1 45 1.6 1.7 10} 105] 35.1 0.1 | Store 
3.0 6.5 3.9 5.5 4.7} 106 2.7 1.6} 15.7} 409|/L10.7| 77 | (77R+ 77-0) 
6} 26 46| 39 5.5 45 | 106 2.6 1.7} 155] 389 8.9| 77R 
6} 3.5 19 3.8 5.4 5.0| 106 2.9 1.5| 15.9| 428|L192.4| 77-0 ce .. 
6| 46 7.3 3.2 5.4 4.4 7.0 1.9 11} 104] 35 0.5 | Store 
f 3.1 48 3.6 5.9 45 | 11.2 4.0 14] 162] 39.0|L 103] 77 | (77R + 77-0) 
0 3.0 4.6 2.9 5.1 4.7 10.1 2.2 1.3 13.9 37.1 9.5 77R 
2 3.2 49 43 6.5 44| 11.4 4.2 1.4] 17.2] 40.9/L11.4| 77-0 
9| 49 14 3.6 5.3 44 6.7 2.4 14] 104| 35.3 0.8| Store 
8 3.4 6.0 44 6.0 4.8 9.7 2.7 12} 139] 390|/L 102] 77 | (77R + 77-0) 
5 3.1 5.7 41 5.6 Te ae 2.5 1.1] 136] 381/L106| 77R 
9 3.5 6.1 45 6.5 4.6 9.7 2.9 1.3} 143] 399 9.8| 77-0 
Al 43 7.2 3.8 5.8 45 6.2 2.8 1.7] 1414] 35.9 0.5 | Store 
3 3.5 6.2 4.1 6.9 3.8 8.1 3.0 14] 13.0| 37.9|L106| 77 | (77R + 77-0) 
5 3.1 6.1 44 6.3 4.0 9.2 3.2 0.7} 136| 382{/L122| 77R 
2/40 6.4 5.1 7.5 3.6 1.5 2.8 1.7| 126] 376|L 86] 77-0 
0 5.0 1.8 4.3 5.9 45 6.3 3.7 22} 123| 37.3 0.8 | Store 
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All figures in the above chart taken from the 1938 Departmental Merchandising and operating results 
of Department Stores as prepared by Controllers’ Congress of National Retail Dry Goods Association. 
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pants to hurry down and turn him or 
the pants around. Yet this isn’t half 
as ridiculous as some of the calls re- 
quested by some of the ladies who 
have major appliances. Wish we had 
space to tell you some of the really 
funny ones. 


Cash Discount 


About the only hope to increase this 
is for more dealers to stock major 
appliances rather than just to carry 
samples. Then sellers will be in a 
position to ask that cash discounts be 
increased. 


Gross Margin 


This can change for the better only 
as the previous items are improved. 


Stock Turns 


Our opinion is that only fewer 
models and fewer sizes will materially 
change this. We believe it is in the 
making for 1940 due to the campaign 
for same conducted by Electrical Mer- 
chandising the past three months. 


Sales to Last Year 


In every group and in each depart- 
ment major appliances were well be- 
low the showing for the store as a 
whole. Chart No. 2 indicates over 
fifty per cent of major appliance sales 
of department stores to be in refrig- 
erators. It is highly probable store 
executives failed to take advantage of 
the possibilities in washers, ranges, 
heaters, ironers, etc. The major ap- 
pliance sellers cannot offord to run a 
one act show in 1940. Refrigerators 
are grand performers, but ranges, wa- 
ter heaters and a lot of new stars are 
coming along with real “ompf”. 
Watch’em for 1940. 


Sales to Total Stores 


This will go up as more attention is 
given to ALL major appliances and 
as the industry expands in its un- 
limited possibilities. This item should 
show an increase in 1940. 


Returns 


The statistics here have us a bit 
cross eyed. How any department can 
hope to make money with about seven- 
teen per cent of all sales returned is 
too much for our feeble brain. It 
might be due to the policy of the de- 
partment store that “the customer is 
always right”. But, we are more 
inclined to believe the high returns to 
be the result of excessive optimism on 
the part of the salesmen. Appliances 
are put in homes where the chances 
of sales are as unlikely as a Good 
Humor man in Little America. Very 
often it is the easiest “out” for both 
the housewife and the _ salesman. 
Nineteen forty should see a much, 
verv tighter control of “on 
trials”. A number of merchandising 
and expense figures will be improved 
by so doing. 


much 


Average Gross Sales 


Notice the average sale of major 
appliances run counter to store figures 


(Continued on page 32) 
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Complete with Juicer, Full Vision Bowl, All 
Purpose Beater and Built-in Power Unit 


FEATURING: Exclusive KitchenAid “PLANETARY ACTION’’... 
New Simplified SPEED GUIDE*.. Smooth POWER... 


This new model KITCHENAID is No extra “power adapter” is re- 
destined to “change the picture’ of quired. These are merely the high- 
Food Mixer retailing in 1939! The lights! Get all the details. Ask your 
“Kay 3” will actually MAKE NEW _ distributor to show you the “Kay 3” 
BUYERS of electric mixers. Thou- (and the entire KitchenAid LINE 
sands want KitchenAid’s exclusive of mixers) SOON! 

features. NOW the price of 
KitchenAid performance *THE “SPEED GUIDE” 
has been cut almost in half! 

The very look of this : 
beautiful, lustrous, sturdy 
machine identifies a “stand 
out” mixer value. Turn on 
the switch—buyers instantly 
appreciate the quiet, smooth 
POWER of the “Kay 3's” 
operation . . . and the scien- 
tific ““PLANETARY AC- 
TION” of the beater, for 
supremely THOROUGH 
mixing. 











Four definite, steady 
speeds—and the new, sim- 
plified “SPEED GUIDE”* 
—assure better results! 
Another important dif- 
KitchenAid oper- 


ates all Attachments direct. 


New simplified “SPEED GUIDE,” on top of 
handle, clearly indicates correct speed for 
any mixing bowl or Attachment operation. 


ference: 





THE HOBART MANUFACTURING CO., 1609 Penn Ave., Troy, Ohio 


ALL ABOUT the new KitchenAid retail- 
ing at $29.95. You may refer this inquiry to the following distributor: 


Of course! We want to know 













OUR NAME 
ADDRESS 
CITY AND STATI 





| expenses. 





—highest in spring and lowest in fall. 
The latter is undoubtedly caused by 
“close outs” and promotional numbers. 
This will not change. We cannot rec- 
oncile the $96.20 average sale for re- 
frigerators in Group 1. We expect 
average sales to decrease in 1940. 


Sales Per Square Feet 


A very good showing running well 
ahead of the average for the store as 
a whole. This is favorably reflected in 
the occupancy charges under operating 
This should still further in- 
crease in 1940 since major appliances 
do not need to increase floor space in 
direct proportion to sales. 


Age of Stocks 


Percentages parallel the store fig- 


ures very closely in all groups which 


is surprising in an industry where 
new models are produced at pretty 
definite times. Maybe it is because the 
store’s mark-down policies are applied 
to this department. If you add the 
percentages across you will find a fair 
per cent of major appliances over 
eighteen months old. We doubt these 
figures would apply to utility stores 
and electrical dealers. Age of stock 
will also be helped when fewer models 
and fewer sizes are produced. 


Administrative. Occupancy, 
| Buying 


No comment except to point out the 
| consistency in all five groups and the 
low occupancy costs largely the result 
of high sales per square foot. 


Publicity 


Department stores are spending 
sizeable amounts on newspaper space 
ranging from 2.7 per cent in Group 1 

| to 4.7 in Group 5. Total publicity ex- 
penditures run from 4.5 in the small 
group to 6.9 in the large one. We 
emphasize this increase of per cents 
from group to group because we want 
you to note what it possibly means in 
selling expense. The amounts paid to 
salespeople are 14 per cent in Group 1 
but drop to 8.1 in Group 5. Total 
| selling costs drop from 18.2 in the half 
million group to 13 per cent in the 
over ten million class. Apparently 
there is a direct and definite relation- 
ship between the money spent for 
publicity and the cost of selling. Also 
it appears to be economical to increase 
publicity spending where selling costs 
are too high. Ordinarily you can’t add 
per cents in different classifications, 
but we believe you can in this case 
since all are in relationship to the sale 
dollar. So, here goes right or wrong. 
Adding publicity and salespeople in 
Group 1 the total is 18.5 whereas in 
| Group 5 the same addition is only 15 
per cent. We, of course, do not claim 
all the difference in selling expense 
between the groups to be the result of 
the money spent in Publicity. There 
are other factors. For example, the 
larger the store the more one is apt to 
find straight commission _ selling. 
| Stores in smaller communities may be 
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compelled to pay salaries or drawing 
accounts in order to get men. With- 
out careful supervision this often in- 
creases selling expense. But, we still 
believe more publicity in many cases 
would reduce sales costs. 


Total Operating—Profit or Loss 


Not a pleasing financial picture and 
yet we are far from willing to concede 
it to be hopeless. Many quarter, half 
and one per cents can be saved in 
merchandising and operating. The ap- 
pliance industry is not yet out of knee 
pants. Much shaking down and adjust- 
ing is to be done. Department stores 
on the whole are infants in the selling 
of major appliances. Most of them 
have neglected many good items in 
favor of refrigerators. Then, too, do 
not forget these figures for 1938 repre- 
sent a year when appliance sales in 
department stores ranged from 74 to 83 
per cent only of the previous year. It 
is always harder to make a showing 
in a declining market. 1939 figures 
should be better and we predict 1940 
will show still further improvement. 

The electrical industry is a large one 
with enormous possibilities in major 
appliances for the future. Ways must 
be and will be found to make the sell- 
ing of electricals profitable. 

Just as designers are behind 
closed doors getting out the 1940 lines, 
so are presidents, sales managers, ad- 
vertising men, behind their closed 
doors figuring and figuring ways to 
help with selling and the making of a 
profit for manufacturer, distributor 
and dealer. It took a long time to 
work out the Einstein Theory. Profit 
making is just about as tough a prob- 
lem. And—maybe we don’t under- 
stand it much better—yet. 


New Gibson Panel 


Here's a new display panel which has 
just been issued by the Gibson Electric 
Refrigerator Corp. as a sales help to 
dealers and distributors. Features of the 
new Gibson are outlined on the panel 
in various colors. 
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A BRAND NEW APPEAL 


More than 45,000,000 colorful, challenging 
sales messages will be distributed within the 
next ninety days. And every single one of these 
attention-arresting advertisements will drive 
home the thought that— 


IT’S EASY TO STAY YOUNG 
WHEN ELECTRICITY DOES THE WORK 


Where could you find an vy ow more human— 
more basic and funda- 


mental—than this! 
, Every woman wants 
to stay young and beau- 


tiful and glamorous all 
her life. 


40 YEARS OLD! 
Poor Mrs. Wrinkle is 
work-weary and worn. 
Unfortunately—no 
one told her how easy 
it is to live electrically. 


40 YEARS YOUNG! 


Butmeet Mrs. Twinkle. 
She has a house staff of 
electrical servants to 
lighten her work and 
help her retain the ap- 


Te MA é 


SAYS S. GEORGE TRAINOR, WATERBURY, CONN. 


“IT’S EASY TO STAY YOUNG ELECTRICALLY’ 


Is The Greatest Theme We Have Ever Had 
In The Electrical Industry!”’ 


@ “Yes sir, I’m going to be ready when 
the General Electric Fall advertising 
breaks! 

“I liked the campaign the moment I 
saw it. The advertising tells my story 
all the way through, and that new 
“Easy To Stay Young” theme is, with- 
out doubt, the greatest theme we ever 
have had in the electrical industry! 

“What pleases me most is the “Treas- 
ure Chest’. Never, since I have been in 
the appliance business, have I seen 


Ask About The 
G-E “TREASURE ISLAND” 


Many of the advertisements will 
feature this attractive display 
stand, which takes but little 
space but does a lot of selling! 
It holds fifteen small appliances 
yet occupies but slightly more 
than six square feet of floor 
space. To show the same mer- 
chandise on open counters 
would require more than fifteen 
square feet of floor space. 

There's “treasure” for you on 
Treasure Island. Better order 
more than one! 


such a complete assortment of mer- 
chandising helps to make a campaign 
effective.” 

2 oe 7 


ELECTRICAL DEALERS: You owe it to your- 
self to learn all about this new and unique 
promotion. Talk with the distributor's sales- 
man. Ask him to show you the General 
Electric “101” Book and the big, 27-foot 
Accordion Folder. 

But—don’t wait too long! The first big, 
color spread appears in The Saturday Eve- 
ning Post on September 23rd, out Sept. 20. 








pearance of youth. 








PROMOTIONS 
FOR FALL! 


m—Starting in Sep- 
tember and running through December. 
Nineteen advertisements in full color! 


7 

G-E Radic Receiver Advertising. A special 
campaign in color, in Life Magazine—tying 
in with the “Easy-To-Stay- Young” magazine 
advertising. 


G-E Refrigerator “Bive Chip” Drive. 
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“ie 


G-E Vacuum Cleaner Promotion. Dealer G-E Heating 


training course and distribution of 2,000 motion program. 


Magic Demonstrators. 


. 
G-E Washer-ironer Drive. Join the Commit- 
tee of 1,000 for extra profits. 

. 


General Electric has provided a full com- 
plement of advertising and sales helps to 
make this campaign effective. See the 
General Electric Distributor’s salesman. 


s. Special Six Star pro- 


Talk with your distributor regarding activi- 
ties on these and other General Electric 


G-E Clock Prometion. Brand new line. “Full-Line” products. The General Electric 
Smartly styled — competitively priced. Co., Room 1111, 570 Lexington Avenue, 
“Treasure Islan 


id” showings. 


New York City, N. Y. 
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M ntgomery, Alabama, 

» long ago were 

wspapet rying the story of the 

-ampaign against l disease by the 
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Appalled at 1 spread of syphilis 
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try, Sur- 


mas Parran had de- 




















geon Gen 
cided to stake the prestige of his posi- 
t 1 aga T taboos of Mother 
Grundy. He believed that only by 
dragging nd discussion into the 
open « 1 il disease be stamped 
ut To e this end, he had to 
persua | iundred newspapers and 
naga . ease being mealy 
mouthed \ mplishing this was the 
g wate yf medicine in 1936. 
So wh good people of Mont- 
ro va ul pen 1 their 
papers they lea 1 that out of 33,000 
nevro¢e test by the U. S Depart- 
| t ut of every five 


Social Disease Expose.... 
A Build Up For Appliances 


U. S. Department of Health Publicity Making People Aware of Infection Dangers 


By 


TOM BLACKBURN 


pack home our wash any more,” he 
explained. “The Lord knows what it 
will back home infected 
I’m going to have our laundry done 
right in our own yard.” 

His attitude betokened the thinking 
of the upper class of the South. These 
people had seen the U. S. Department 
of Health revelations of 
among negroes—authentic, horrible 
and detailed. The upper class, which 
comes closest to negro servitors in the 
south was being galvanized into ac- 
tion. 


with. 


come 


disease 


Montgomery, Alabama, was not the 


only town that was shaken out of 
generations of complacency. Greer, 
South Carolina, saw fifteen electric 
lishwashers sold in a town of 2,400 


and O. C. Lawing will undoubtedly 
igree that newspaper publicity had 
something to do with it. 





INCIDENCE OF SYPHILIS 
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thousand people a year were being 
admitted to hospitals, paralyzed, 
broken down, at a cost to the public 
of $31,000,000 a No wonder 
health something 
must be done. 


year. 


authorities realized 


A couple of days later after the 
2 

first newspaper story appeared a well- 

to-do business man in Montgomery 


purchased a machine—an 
over the 


“We're 


washing 


transom order. 
| 


not going to iet a negro 


The Government has uncovered an amazing prevalence of syphilis 
and gonorrhea in the U. S.—both among whites and blacks 


The halt, the maimed, the blind, 
the heart-wrecked, and the imbecilic 
that clutter every community are 
merely the ruins that social disease 
leaves behind. The U. S. Department 
of Health maintains that the thing 
to do is to nip the evil at the start. 
For syphilis is like a fire, spreading, 
growing. Intelligent southerners, 
made aware of their danger, were 
willing to cooperate. 

In the South, the 


negro never 


enters the while man’s parlor, never 
mingles with him socially. But he 
does take care of the white man’s 
children, handle and serve his 
food—and there lies the danger that 
electric appliances can stamp out. 

Although the diseases which started 
the agitation—syphilis and gonorrhea 
—are not carried by laundry, ring- 
worm, Dobi itch and other forms of 
mold infection are. Vincent’s angina 
—a septic sore throat—comes from 
contact. Tuberculosis germs can get 
a free ride on shirt bosoms. In the 
southerner’s kitchen, where hands 
touch food, the white man is exposed 
to the full blast of social disease in- 
fection. 

“Electric appliances are a Godsend 
to American families these days,” a 
U. S. Department of Health official 
told Electrical Merchandising. “For 
social diseases are not the only things 
this generation is heir to. 


does 


Today’s 


speed scatters disease quickly. <A 
quarter century ago when yellow 
fever broke out on a ship coming 


from Africa, the disease ran its course 
boat docked. Fast ships 
ind airplanes are now able to spew 
infected individuals all over America 
before their illness is apparent. Elec- 
trical appliances set up new barriers 
iwainst sterility in the 
things that the human body comes in 
ontact with, are able to stamp 
ut many of these infections. Cleaner 
dishes, thoroughly cooked food, sani- 
tary laundry, clean air, all are a 
help. 

“The dishwasher, producing sterile 
dishes and silver would have been a 
great help to me once in China dur- 
ing a cholera plague. I had to fire 
the coolie boys and submerge each 
piece of dinnerware in boiling water 
with a wooden tongs. 

“Typhus fever is again appearing 

in the south, borne by insects on 
vegetables. Malaria is still prevalent, 
and the wise white man sees that 
both he and his negro servants live 
in houses with window screens. 
Chlorinated water only should be 
drunk, and Coca Cola is better than 
well water. If people could learn 
to wash their hands frequently—and 
always before eating—they would cut 
the death rate in half.” 
The painful facts—facts like these 
are being told to Southerners by 
newspapers, by magazines like Ladies 
Home Journal, by hundreds of other 
media. Even over radio the word 
syphilis is no longer taboo. 


before the 


disease. By 


we 
































S. M. KIMBROUGH of Montgomery, Ala. 
has observed that health publicity is creat- 
ing a demand for washers 


No manufacturer or dealer can 
afford to educate the public—but he 
can jump on the bandwagon when the 
government or schools have done it. 
Vitamins, teeth washing, drinking 
fountains, vaccination, all are things 
taught the public in recent years. 

The job before the appliance sales- 
man is to tie in his story with the 
process of public education. It is his 
province to make clear that home 
laundry, home ironing, produces 
sterile disease-free clothing. He's 
got to show that the dishwasher can 
produce sterile dishes, the vacuum 
cleaner can help people avoid certain 
types of asthma. 

Don’t think that freedom from in- 
fection is a trivial subject. In one of 
Chicago’s leading hotels during the 
World’s Fair eleven men sat down to 
a luncheon—and nine of them died 
later with amoebic dysentery. The 
plain acts of living are fraught with 
peril. 

One request the U. S. Department 
of Health makes to Electrical Mer- 
chandising—that southern families 
should not get the idea that infected 
negro servants should be fired. Have 
them treated. Fire them, and the 
odds are that the ones who come in 
their places will also be infected. 
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Theodore Harvey of the Double S & S Electric, Suffern, N. Y., finds that his 
service business takes care of the overhead on his Main Street store. Four 
hours work turn the trick 


SERVICE TAKES CARE 


OF THE OVERHEAD 


T’S a small business, of course, but 

to Theodore “Ted” Harvey of the 
Double S & S Electric in Suffern, 
N. Y., service on refrigerators, wash- 
ers and radio pays the daily overhead 
f his little store on the main street. 
This “overhead” amounts to only $10 
a day, he says, and he’s got it figured 
mut that four hours work on repair 
jobs will turn the trick. He makes no 
special effort to promote his service 
business—it just comes to him—the 
result of ten years in his present loca- 
tion, satisfaction to a good list of 
customers and the attention his service 
truck and a classified ad bring him. 

“If I didn’t make the overhead on 
service jobs,” Harvey explained, “I'd 
have to go out and ring some doorbells 
and sell a washer or trade in a radio. 
In a one-man business of this type 
you can do it either way. Service right 
now takes up a good deal of my time 
but it is profitable. I haven’t any out- 
side salesmen and so when service 
work is quiet I hop out and call on 
prospects. But, as a general rule, my 
service work brings in customers to 
the store and I can go to work on 
them for a new appliance.” 

Cardinal rule for the proper running 
of a service business, Harvey points 
out, is charging enough to cover ex- 
penses plus overhead. Most dealers 


run their service departments as an 
adjunct to their merchandising busi- 
ness arid are not sufficiently familiar 
with their own costs and the value of 
their own time to price the ticket 
correctly. Usual procedure, Harvey 
says, is to charge about $1.50 an hour 
plus the cost of new parts. But care- 
ful watching the figures has proved to 
him that $2.50 an hour plus parts is a 
necessary charge if he is going to 
cover his costs and make a profit. 

“If you bear in mind that there is 
no price-cutting competition on good 
service work and that the customer is 
satisfied to: pay a reasonable price for 
a good repair job, you’re all set.” 

The service department itself is 
hardly big enough to swing a cat in 
but it is equipped with all the neces- 
sary tools and brilliantly lit with a 
fluorescent tubular lamp. One wall is 
taken up with Kelvinator refrigera- 
tors, the other with Philco radios. 
Old boxes are taken in for adjust- 
ment and test. Even the consumption 
of current is carefully checked with a 
regular household meter, Harvey says 
you can buy for $3.50. Point here is 
that the customer is pleased to know 
that her five-year old refrigerator is 
not burning up juice or vice versa in 
which case Harvey has a good talking 
point for a trade-in. 


SERVICE ON TIME PAYMENTS 


ERVICING jobs have to be car- 

ried these days on a time payment 
basis, too, finds H. G. Miller of the 
Miller Home Appliance Store of San 
Jose, California. This shop serves a 
district dominated by the fruit grow- 
ing and canning industry. As in all 
tural districts, money is plentiful 
when the crop has been sold, but 
sometimes difficult to lay your hands 
on during the rest of the year. Mr. 
Miller has found it advisable in cer- 
tain cases to allow payment of the 
bill in monthly installments, or to 


carry the charge on his books, with 
a small interest charge, until the sum- 
mer months. This of course, is not a 
general practice, and the firm is very 
strict with customers who try to beat 
their way by having the repair job 
done first and then demurring about 
immediate payment, but it has found 
that where the customer explains his 
situation frankly in advance, it is good 
business to allow him to pay as the 
necessities of his business make it 
possible. It’s all a matter of knowing 
your people, he says. 
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CALENDAR BLOTTERS 


ORE effective than classified 

telephone ads for a small com- 
munity are calendar blotters which the 
customer will keep on the desk for 
use, says Alfred E. Werry of the 
Werry Electric Shop of Palo Alto, 
Calif. As this college city gradually 
grew in size until the number of blot- 
ters required became prohibitive in 
the matter of expense, the scheme was 
adopted of printing three months on 
the calendars and staggering the dis- 
tribution, so that one third of the 
group received new blotters every 
third month. The expense is shared 
between fifteen firms representing non- 
overlapping businesses whose names 
are printed on the blotter. Mr. Werry 
has found that these are preserved and 
used by the recipients and bring not 
only additional service calls, but oc- 
casionally new business of importance, 
such as the sale a month or so ago of 
an electric range based to this adver- 
tising. He does not believe that peo- 
ple in a small community as a rule 
turn to their classified section to ob- 


tain names of firms and hence does 
not authorize this expense. Movie ads 
irritate as much as they inform and 
moreover are expensive, he believes. 
But the blotters serve as a reminder 
and at the same time bring good will 
from the fact they are in the nature 
of a gift. 


CHARGE FOR CALL BACKS 


N pricing his service tags the 

dealer should not overlook the 
additional expense which comes in 
call-backs after the job has been com- 
pleted,” says N. W. McEachern of 
Lynch Bros., electric shop of San 
Mateo, Calif. He counts on an average 
of one call-back on each job to insure 
proper adjustment and satisfaction. 





Richards Demonstrates Gas Washer Service Technique 
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O kind of appliance has more imaginary service troubles than the gas powered 
washer, in the opinion of Chet Richards of the Richards Sales & Service Com- 


pany of Boone, lowa. (Pop. 11,886). 


“Most of these things would never develop if you told the customer about them 
in advance," says Mr, Richards. “For instance, how many farmers stick the exhaust 
of their washer out the smokehouse door, into the snow. The water freezes and clogs 
up the exhaust. This is so simple a cause for a service call that it looks silly." Water 
in the gasoline is a second frailty that is found easy to diagnose. Sometimes farmers 
get lint in the gas line. If you showed them how to take it off when you sold the 
machine, it would never be any trouble. A third common trouble is lack of oil. 
Always tell the farmer buying a gasoline machine to check the oil and fill it up 
with gasoline every time he uses it. He does it with his car and should do it with 


his gasoline powered washer. 


Vapor lock is another trouble that Richards occasionally runs into, and he usually 
explains in advance to his customer what the symptoms will be, and how it can be 
cured by putting a teaspoonful of kerosene in the gas. He demonstrates how when 
the gas mixture is too rich the engine “put puts” and misses but develops no 
power. He shows when the mixture is too lean how it spits and fails to develop steam. 








NO DEALER SHOULD REWIND 
CLEANER MOTOR, SAYS KING 


Declaring that the job of rewinding 
motors is a tricky one, requiring 
elaborate equipment to do it righ:, R. 
W. King, service manager of Hoover, 
advises against dealers attempting to 
do this kind of repair. Mr. King is 
also an advocate of genuine repair 
parts for replacements. 


PAGE 37 


St AVG 


at a profit 




















































































































ag machines 
4n Washin 
Asso iation, 

july 1938, w 
extended 39.3 
ealume of la 
mit gain of 
tac that ave 





Automatic 
Toaster ; dores, 2603 

at $9.95 ~ tained in 
" : seven mont 

were $68.34 
Thus the 7 
end of July 
value of $ 
higher tha 
$39,828,341 


July 1939... 
July 1938... 
7 Mos. 1939 
7 Mos. 1938 





A New i i 
F Saturatio 
Automatic iomes, or 
Waffle Baker 


$50-$69.99 
7 Mos. 1 
7 Mos. 1 


7 Mos. 1 


NEW 1940 


WESTINGHOUSE APPLIANCES & j cA 
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e $s report 
Meet the new members of the famous Westinghouse 1 - Tae 


Appliance family. They give you smart, new streamlined styl- > showed € 
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ing — competitive prices — a simplified, salable line — famous : me oo = 
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house distributor, or write for NEW APPLIANCE 

catalog and full information to MERCHANDISER 

Westinghouse Elec. & Mfg. Co., 


Dept. 9108, Mansfield, Ohio. 


Ask your distributor about it 
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ELECTRIC WASHERS 


Keeping abreast of the pace set by 
aarlier months of the year, the July gain 

» unit sales of household electric wash- 
ing machines, as reported by the Ameri- 
an Washing Machine Manufacturers 
\ssociation, amounted to 41.00% over 
july 1938, while the seven months’ total 
extended 39.33% beyond the seven months’ 
volume of last year. Because of the high 
mit gain of the month, as well as the 
fact that average prices were fairly close 
n the two months ($69.34 in July 1939 
ys. $70.70 in July 1938) the dollar volume 
showed a total of $6,688,120 at retail 













































































prices, or 38.29% more than the July 
1938 volume of $4,836,233. 
A further study of the Association 








figures, again pointing to the better prices 
tained in July, indicates that for the 
seven months of the year average prices 
were $68.34 in 1939 and $71.66 in 1938. 
Thus the 774,417 washers sold up to the 
end of July of this year carried a retail 
value of $52,923,658, which is 32.88% 
higher than the comparable volume of 
$39,828,341 in 1938. 
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96 ,454 washers 
68,405 washers 
774,417 washers 
5565 ,796 washers 






































Saturation, January 1939—13,481,180 
homes, or 57.56% of total wired homes. 





























Sales of Electric Washers, by Price 






















































































Classifications 
Aver. % to 
Units Retail Total 
Below $40.00 
7 Mos. 1939 55,953 $36.02 7.22 
7 Mos. 1938 50,488 $36.26 9.08 
$10-$49.99 
7 Mos. 1939 138,624 $47.15 $17.90 
7 Mos.1938 83,756 $48.14 15.07 
$50-$69.99 
7 Mos. 1939 375,559 $62.66 48.50 
7 Mos.19388 242,610 $63.40 43.65 
$70 & Over 
7 Mos. 1939 204,281 $102.02 26.38 
7 Mos. 1938 178,942 $103.86 32.20 
Total 
7 Mos. 1939 774,417 $68.34 100.00 
7 Mos. 1938 555,796 $71.66 100.00 
* 


GAS ENGINE WASHERS 


rhe gas engine washer volume of July, 

reported by the American Wash- 
g Machine Manufacturers Association, 
1owed excellent progress both in unit 
sales, and by price classifications. In 
inits the gain of 48.97%, following the 
June increase of 44.93%, brought the 
seven months’ volume up 7.22% above 


STATISTICAL BAROMETER 


compiled by Marguerite Cook 


Market Analysis Department 
Electrical. Merchandising 


the same months of 1938—while in dol- 
lars, the 61.41% increase in sales of the 
“$70-and-over” models raised average 
prices from $81.90 in July 1938 to $88.00 
in July 1939. Thus, in dollars, the July 
volume totaled $735,944 at retail, or 
60.26% above the $459,225 retail volume 
of July 1938. 

For the seven months’ period the Asso- 
ciation reports a total of 64,460 gas 
engine washers sold in 1939 at an average 
price of $87.40, or total retail value of 
$5,633,804. This represents an increase 
of 7.22% in units and 1.59% in total re- 
tail dollars over the same period of 1938 
—when 60,121 units were sold, bearing 
an average retail price of $92.26 and 
total value of $5,546,763. 


SE ins cccasee 8,363 gas washers 
ik tinéos Goes: 5,614 gas washers 
7 Mos. 1939......... 64,460 gas washers 


7 Mos. 1938.......... 60,121 gas washers 


Sales of Gas Engine Washers, by Prices 


Aver. % to 
Units Retail Total 
Below $50.00 
7 Mos. 1939 1,660 $44.02 2.57 
SE. auSihee:! “adapen i. celeno 
$50-$69.99 
7 Mos. 1939 17,267 $63.92 26.79 
7 Mos. 1938 11,897 $60.21 19.79 
$70 & Over 
7 Mos. 1939 45,533 $97.89 70.21 
7 Mos. 1938 48,224 $100.16 80.64 
Total 
7 Mos. 1939 64,460 $87.40 100.00 
7 Mos. 1938 60,121 $92.26 100.00 
w 
RANGES 
Sales of 19,249 household electric 


ranges in July, reported by the NEMA 
range membership, represents a loss of 
9.01% from July 1938. For the seven 
months’ period, however, the cumulative 
volume stands 14.92% above the 1938 
corresponding business. 


\ 4 Sa 19,249 ranges 
CS ee 
¢ | Saas os 189 ,953 ranges 
F Pe ar AS 8 eaanees 165 ,289 ranges 

Saturation, January 1939 — 2,250,170 


homes, or 9.61% of total wired homes. 
, 





RETAIL SALES OF HOUSEHOLD APPLIANCES BY INDEPENDENT STORES, 
COMPARED WITH MANUFACTURES’ SALES OF ELECTRIC REFRIGERATORS 


Retail Sales Manufacturers’ Sales 




















Household Appliances Refrigerators _ 
No. July 1939 July 1939 July 1939 July 1939 
vs. vs. vs. vs. 
~.. July 1938 June 1939 July 1938 June 1939 
Middle Atiantiic (1 state).... 47 +18.4% —23.2% +122.0% —52.0% 
Pennsylvania ..... 47 +18.4% —23.2% +122.0% —52.0% 
East North Central (4 states) 57 +15.9%, —43.0% + 81.7% —46.4% 
ia sie tats 12 +319% — 85% + 94.67, —40.8% 
a, | 6M) HAY 241% = + 673% «= 52.8%, 
ey eee ee Thee 25 +10.3% —54.9%/, + 83.8% —50.5% 
WOOO ..6 5 i cases. io+ 43% —13.1% + 46.27%, —46.6%, 
*West North Central (4 states) 26 — 2.1% —11.5% + 38.5% —42.0% 
Fey OU GUID vc cvcscceces 21 +31.6% —1.0% +149.7% — 7.8% 
tWest (10 states)............ 153 + 86.7% —4.1% + 35.2% —28.5% 
California ...............:.-0-. 2 +008% —23% +281% —20.0% 
nd Sande nnewnkk bao it +09 +1287 — 164% —47.8% 
ME: AGek inno ateeseuae 304 +14.3% —21.9% + 82.5% —38.6%, 
*lowa, Kans, Mo., Neb. Retail Sales—Department of Commerce 
tAla., Tex., Fla., Ga., Okla., S$. C. Mfrs.’ Sales—National Elec. Mfrs. Assn. 
tAriz., Colo., Ida., Mont., Nev., N. M., U., Wyo., Cal., Ore., Wash. 
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IRONERS 
After surpassing records of 1938 in 
the four months of March, April, May 


and June, ironer sales dropped in July to 
3.03% under July 1938. Again the heavy 
sales in the “Under $30.00” portable 
models were responsible for reducing 
average prices from $77.18 in July of a 
year ago to $69.36 in the present month— 
despite the fact that the averages ob- 
tained in all price classifications during 
the month showed considerable improve- 
ment over comparable averages of last 
year. For instance, in the $80-and-over 
models, average prices of this July were 
$107.83, while last July’s volume in this 
class of some brought an average price 
of $102.55 

Additional data compiled by the Amer- 
ican Washing Machine Manufacturers 
Association covering the seven months’ 
oy of the two years show a gain of 

1.58% i in total unit volume, with average 


prices $82.60 in 1938 compared with 
$74.23 in 1939. In retail dollars, there- 
fore, the seven months’ volume has 


amounted to $4,473,694 for 1939, or 8.72% 
under the 1938 volume of $4,900,823. 


pee ee 7,741 ironers 
July 1988................ 7,983 ironers 
7 Mos. 1939.............. 60,268 ironers 
x S| eee 59,332 ironers 


Saturation, January 1939— 1,449,100 
homes, or 6.19% of total wired homes. 


Ironer Sales, by Price Classifications 
Aver. % to 
Units Retail Total 

Below $30.00 

7 Mos. 1939 12,241 $24.92 20.31 

7 Mos. 1938 4,265 $24.19 7.19 
$30-$49.99 

7 Mos. 1939 2,745 $40.80 4.55 

7 Mos. 1938 2,970 $44.39 5.01 
$50-$79.99 

7 Mos. 1939 18,989 $66.94 31.51 

7 Mos. 1938 19,819 $66.93 33.40 
$80 and Over 

7 Mos. 1939 26,293 $105.94 43.63 

7 Mos. 1938 32,278 $103.45 54.40 
Total 

7 Mos. 1939 60,268 $74.23 100.00 

7 Mos. 1938 59,332 $82.60 100.00 

8 
STOKERS 


A summary of stoker sales compiled by 
the Department of Commerce from manu- 
facturers’ reports shows a gain of 26. 93% 
for June and a gain of 12.14% for the six 
months’ period compared with 1938— 
covering all models with capacity up to 
300 Ibs. coal an hour. 


Ps oie & bacnawneenae 
Se 
A ac ose panders 
yh 


7,599 stokers 
5,894 stokers 
25,491 stokers 
22,732 stokers 


Stoker Sales, by Types 
6 Mos. 6 Mos. Q% 
1939 1938 Change 
Class 1 (capacity 
under 61 lbs. 
coal hr.)... 22,430 20,526 +9.28 
Bituminous. 19,621 17,398 +12.78 
Anthracite.. 2,809 3,128 —10.20 
Class 2 (61 to 100 
lbs. coal an hr. 1,658 1,225 +35.35 
Class 3 (101-300 
lbs. coalanhr.) 1,403 981 +43 .02 


22 ,732 








ROASTERS 


Notwithstanding the decline of 
in July unit sales of household electric 
roasters, the dollar volume (at manufac- 
turers’ prices), as reported by the Na- 
tional Electrical Manufacturers Associa 
tion, showed a gain of 2.81% over that 
of July 1938. This was due not only to 
the better prices which prevailed in the 
past month for all types of roasters but 
to the fact that the larger and mort 
expensive roasters showed an increase of 
25% in sales and constituted 86% of the 
month’s volume, compared with 64% last 


5.5/% 


July. Average prices for July 1939 vs. 

July 1938 were as follows: 7-to-10 quart 

size, $8.76 vs. $8.68; 11-to-15 qt. size, 

$12.57 vs. $9.51; the over-15-quart size, 
$12.12 vs. $11.83. 

July 1939...... 14,330 roasters, valued at 

$170,668 

July 1938...... 15,176 roasters, valued at 

$166,011 

7 Mos. 1939.... 88,053 roasters, valued at 

$1,022,573 

Y Mos. 1938.... 87,652 roasters, valued at 

$981,950 
Roaster Sales, by Sizes of Models 
7Mos. 7Mos. % 

7 to 10 quarts 1939 1938 Change 
Units 11,167 9,639 +15.85 
Mfrs. Value $94,094 $85,593 +9.93 

11 to 15 quarts 
Units 5,730 24,056 —-76.18 
Mfrs. Value $63,138 $244,083 —74.13 

Over 15 quarts 
Units 71,156 53,857 +32.12 
Mfrs. Value $865,343 $652,274 +32.67 

~~ 
Un 88,053 87,552 +.57 
Mire Value $1,022,573 981 950 +4.14 

& 


ELECTRIC & GAS ENGINE 
WASHER SALES BY STATES: 


First Half 1939 vs. First Half 1938 


1939 1938 

Units Unite % Change 
New England States 45,068 32,992 + 36.609 
BEG, cedceocsces 4,716 3,738 +-26.16 
WM. Bhiccscccee 2,400 2,265 + 6.96 
Wie Seeseooces 3 465 1,652 +49.21 
Mass. .. 20,859 15,817 +31.88 
RR. Lwee 3,252 2,527 + 28.69 
Conn. ...-+-++. 11,376 6,993 +62.68 
ent. t. ote. 172,608 129,758 + 33.02 
7 Y 46,710 37,698 +23.91 

POA. ceocsecsece 73,174 50,069 +-46.1 
By Wke.o.00 ce eee 19,532 16,537 +18.31 
BGR. woccccece 1,643 816 +101.35 
* ae 7,040 6,648 Totss 

ol. 4,928 3,674 +34. 

— - . aces . Se 6,574 +20.6 
Ww Wilitaveaes 11,651 7,742 +50.49 
tates.. 34,157 25,041 + 36.40 
x oe ere 7,550 4,747 +59.05 
B. Ce copoecec 1,658 882 +87.98 
Tem, secever 10,916 9,566 +14.11 
MEIGS. cocceses 1,154 872 +32.34 
AIM. coscccses 5,143 3,267 +57.42 
Ck besseeeces 3,078 3,063 49 
Pla. osc 4,658 2,644 +76.17 
E ent. States. 209,852 170,749 + 22.90 
Mic , jieewene 42,145 26,632 +58.25 
Wi cccccese 24,067 20,656 +16.51 
Til. 53,251 50,815 + 4.79 
Ind 25,125 23,654 + 6.22 
OHIO ccccecces 54,101 40,22 +34.49 
BY. coccscece 11,163 8,766 +25.34 
West Cent. States. 109, 593 86,698 + 26.41 
Miigm. .ccccee @ 24,005 21,528 4 11.51 
No. Dak...... »,058 4,894 + 3.35 
So. Dak 6,045 3,626 +66.71 
Iowa .. 23,370 19,667 +18.83 
NODF. cccccess 9,683 6,680 +44.96 
BAO. cee . 31,546 21,200 + 48.80 
errr rs 9,886 9,103 + 8.60 
t. States 37,539 26,205 + 43.25 

~_ be oo. ae 2,046 +46.68 
Okla 8,741 6 834 +31.76 
TMe coccesese 8277 5,552 + 49.08 

Tex. ~» 17,520 11,973 +46.3 
Mountain States. 24,903 17,441 + 42.73 
Mont. - 2,802 2,405 +16.50 
Idaho 3,008 2,033 +47.9¢ 
Wyo. 1,813 1,413 +-28.31 
Utah .. 6,316 4,853 +30.15 
+ ree 7,027 4,568 +53.83 
Ariz. 2,480 1,523 +62.84 
Pee Beccesccsce 1,457 646 +125.54 
West Coast States 72,731 52,570 + 38.35 
Wash. ....... 13,180 10,056 +31.06 
Ore. veweuden °. Sane 6,092 +26.67 
CO vesccoes. Cheney 36,079 +42.38 
WOU. wecscsese 464 343 +35.27 
BE. cccccsece 27,609 444 +6118.24 
WEB vecccescee 734,060 541,898 + 35.46 
(NOTE—Figures projected to industry 


totals by Electrical Merchandising from 
compilation of American Washing Machine 
Mfrs. Assn. Covering 86.04% of Industry 
in 1939 and 79.13% in 1938.) 
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A Ready Market - - 


The basket of apples, that carries the label 
of the “Hill Top Orchards’’, always has 
a ready market—because the market has 
learned that the label is a symbol of the 
cream of the crop... . And you sell heat- 
ing devices that carry name-plates that 
you respect. The maker of those devices 
entrusts his trade-name to yet another 
label. This one is “Chromel’’—on the 
spool of resistance wire out of which he 


ag 





makes his heating elements. Thus, upon 
Chromel, rest the reputations of you the 
dealer, of the device maker, and of our- 
selves. And the good names of us all, we 
feel, are safe, because Chromel is a good 
name in heating element wire. You sell 
satisfaction to your customer and uphold 
your own good will, by selling devices 
that are Chromel equipped. . . . Hoskins 
Manufacturing Company, Detroit, Mich. 






The Wire That Made LEZ Electric Heat Possible 
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REFRIGERATORS 


Outranking the comparative business o; 
last year by 84.98%, July sales of house 
hold electric refrigerators in the United 
States totaled 164,211 units—thus expand 
ing the seven months’ volume to a total of 
1,578,472 units, or 56.14% in excess of 
corresponding sales of 1938. The million 
and a half units sold thus far represents 
a volume of over 238,000 refrigerators 
more than that of the entire year of 1938 


July 1939 
July 1938 

7 Mos. 1939. . 
7 Mos. 1938. 


164,211 refrigerators 
88 ,772 refrigerators 
1,578 ,472 refrigerators 
1,010,953 refrigerators 


Saturation, January 1939—12,101,00% 
homes, or 51.67% of total wired homes 


|. E. S. LAMPS 


The Electrical Testing Laboratories 
announce a volume of 32,734 I. E. § 
Base Tags issued in July, for presumably 
the same number of lamps. Thus July, 
the first month of 1939 to report a decline 
over the comparative volume of 1938, 
shows a 17.96% loss; but despite this the 
seven months’ volume, because of the 
high gains of previous months, retains 
a lead of 36.85% over the same months 
of 1938. 


July 1000........... 
" ao 
7 Mos. 1939......... 
7 Mos. 1938.... 


32,734 LES. Tags 
$9,900 I.E.S. Tags 
203,478 L.E.S. Tags 
148,692 I.E.S. Tags 


Total LE.S. Base Tags issued up to 
August 1, 1939—4,008,879. 


VACUUM CLEANERS 


The Vacuum Cleaner Manufacturers 
Association reports an increase of 11.76% 
in July sales of floor cleaners over July 
1938, together with an increase of 11.47% 
in hand cleaner sales for the same months. 
For floor cleaners July was the seventh 
consecutive month this year in which 
sales have progressed over last year’s 
comparable records, while for hand clean- 
ers the gains have been noted in Asso 
ciation bulletins of May, June and July 

Covering the seven months’ period of 
the two years, the Association reports a 
total of 622,372 floor cleaners sold in 
1939, a gain of 7.90% over the 577,797 
sold in the same months of last year 
Hand cleaner sales in the same months 
totaled 160,570 units in 1939, or 6.12% 
under the 1938 volume of 171,041. 

July 1939....... 61,492 floor cleaners & 
15,197 hand cleaners 
55 ,022 floor cleaners & 
13,633 hand cleaners 

622 ,372 floor cleaners & 

160,570 hand cleaners 

576,797 floor cleaners 

171,041 hand cleaners 


July 1938....... 
7 Mos, 1939 


7 Mos. 1988..... 


Saturation, January 1939—11,476,460 
homes, or 48.96% of total wired homes 


WATER HEATERS 


NEMA records, based on data supplied 
by 15 manufacturers, indicate a rise o 
30.22% in July sales of household electri: 
water heaters, storage type—with th: 
seven months’ total volume up 43.80% 
over the same months of 1938. 


July 1000. ......00. 7,984 water heaters 
SG dks cnteoe 6,131 water heater: 
7 Mos. 1939........ 54,607 water heaters 
7 Mos. 1939........ 87,975 water heaters 
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Electrical Merchandising Review of the Month 





September, 1939 

















Meet Raucous Rollo 


Raucous Rollo is the most recent mem- 
ber of the General Electric air condi- 
tioning sales staff. During the recent 
key city meetings of G-E distributors, 
Rollo's talent for asking the very ques- 


tions which were bothering individual 
dealers in the audience, served to keep 
the sales managers on their toes while 
they were extolling the virtues of the 
new heating line. More than a father 
to Rollo is Glenn Gundell, advertising 
manager for G-E air conditioning, shown 
with a hand on his shoulder. The others 
are, left to right, Stuart Crocker, man- 
ager of the department, and Russell 
Jones, of Newell-Emmett advertising 
agency. 





Burglars Pick On Chicago 
Dealers 


HICAGO—No respecter of persons, 
urglars in Chicago have robbed the 
tores of three officials of the Illinois 
Radio & Electrical Dealers Association 
luring the summer. James M. Earle, 
resident, whose store is located at 2237 
East 71st St. lost 32 radios. E. B. 
Dublin, treasurer, 3222 W. Madison St., 
lost $200 worth of cameras, small radios 
ind record players. Vice-president Ar- 


thur Becker of Evanston was more 
ucky and frustrated his window rob- 
very. Several individuals charged with 


he crime are now languishing in the 
an. The Logan Appliance Company, 
4147 W. Madison St., also took a loss 
n table radios. 
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APEX SELLS OLD 
WASHER PLANT 


CLEVELAND, O.—The Apex Electri- 
cal Manufacturing Company announced 
recently the sale of one of its plants, 
known as Plant No. 1, located at 1067 
East 152nd Street, to the Murray Ohio 
Manufacturing Co., whose property ad- 
joins this plant. 

The property consists of two and one- 
half acres of land and about 75,000 square 
feet of buildings. The sale price was not 
disclosed. The deal was handled by Mr. 
C. G. Frantz and Mr. C. W. Hannon, 
respective presidents of the Apex and 
Murray Ohio companies. 

In commenting on the transaction, Mr. 
Frantz stated that this brought about the 
completion of a building adjustment pro- 
gram begun in 1932 when the Apex Com- 
pany found its operations hampered by 
limited facilities of the East 152nd Street 
plant which had been acquired in 1918. 
In September 1932 Apex purchased the 
eight acré plant of the Jordan Motor Car 
Company across the street from the 
original plant; and subsequently in 1937 
purchased the Holland-Rieger Corpora- 
tion washer business and plant properties 
at Sandusky, Ohio. Last year the Oak- 
land, California, plant was disposed of 
and operations moved to the main plant 
in Cleveland. 





L. E. Oehler Dies 
MILWAUKEE—The father of Edward 


V. Oehler, vice president and general 
manager of Briggs & Stratton Co., L. 
Edward Oehler, 80, died August 17 in 
Milwaukee. Born in LaCrosse, Mr. 
Oehler had lived in Milwaukee 57 years 


| of popular 


|'NATIONAL ELECTRIC RANGE 


EXPOSITION IS MODERN KITCHEN 
BUREAU FALL PROMOTION DRIVE 


September and October chosen 
for intensive promotion 


NEW YORK \ brand-new electric 
range promotional program with plenty 
] appeal is being offered to 
utilities and dealers for fall use by the 
Modern Kitchen Bureau, announces H. 
L. Martin, bureau manager 

This program is expected to prove par- 
ticularly sales-worthy because of several 
natural elements that went into its mak- 
ing. One of these is that it capitalizes 
on the fact that Americans like exposi- 
tions and that this is an exposition year. 

The name, NATIONAL ELECTRIC 
RANGE EXPOSITION, it is believed, 
will prove a powerful magnet in attract- 
ing the hometown folks to stop, look, and 
see 

Next, the theme for the exposition has 
been chosen with particular care. It is: 
“Change to clean, safe electric cooking 
now that it is fast and cheap.” 

The reason for the choice of this par- 
ticular theme rests on a recent coast-to- 
coast survey, made to discover why wo- 
men do—or do not—buy electric ranges. 

The survey disclosed that they /uy 
electric ranges because electric cooking 
is clean . because electric cooking is 
safe. They hesitate to buy because they 
think electric cooking is slow and costly. 
They do not yet realize that electric cook- 
ing is actually fast and cheap. 


Nothing Takes the Place of Demonstration 


x Moye 


7) 


We iggy 
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Malcolm Brock, Bendix washer dealer in Bakersfield, Cal., has found a new way 
of putting on a home demonstration. With a machine mounted on the rear of his 
coupe, he runs a couple of hoses to the hot and cold water supply in the pros- 
pect's kitchen, and while she watches, he does the laundry. Note the advertising, 
too. This is the kind of specialty selling that is still pulling plenty of sales. 


1939 


Around this theme and the exposition 
idea the bureau has created a three-phase 
promotion. 

The first phase of the promotion con 
cerns itself with display. 

Here the bureau provides a sales ban 
ner—large sized, 36”x23”. This is to be 
used as the curtain-raiser for the dealer 
or utility’s own show. It announces the 
Exposition, dramatically presents the 
theme, and invites prospects to visit the 
store display. The banner can be used 
most effectively in conjunction with ade- 
quate window display 

Another display aid consists of store 
arrows—colorful, brief pointers that can 
he strung on wires leading from window 
or door to the inside floor display. They 
take up where the banner leaves off, 
repeat the sales message, guide prospects 
right to the floor samples where sales- 
men can get in their best licks. 

The second phase of the bureau’s pro 
motion takes the salesman into considera 
tion. Here, a selling guide, giving a 
step-by-step method for effectively pre 
senting the sales story, is provided for 
use in sales training. Methods and sug 
gestions for building store displays are 
also provided by the bureau. 

The third phase of the promotion is 
outside the store, and for use here the 
bureau is providing radio spot announce 
ments of from 20 to 100 words, newspaper 
advertisements, and a hard-hitting, pros 
pect-getting direct mail campaign. 

Everything that goes into the making 
of successful promotions is being pro 
vided. Plan books, fully outlining ways 
and means by which each utility or dealer 
can make his store the big Midway dur 
ing September and October, are already 
on their way. 

In addition, manufacturers will cooper- 
ate with a wealth of specially-desigried 
tie-in sales aids for dealer and utility 
use. 


Hotpoint to Double 
Window Prize 


CHICAGO — When cash prizes are 
handed out by the Modern Kitchen 
Bureau for the best dealer windows 
featuring electric water heaters, from 


September 1 to October 31, any dealer 
whose winning window features Hotpoint 


water heaters exclusively will receive a 
duplicate cash award from the Edison 
General Electric Appliance Co., Inc. 


Announcement of this duplicate prize 
offer was made by A. H. Jaeger, man- 
ager, Water Heater Division, Edison 
G-E Appliance Co., Inc., coincident with 
the Modern Kitchen Bureau’s announce 
ment of the national September-October 
water heater program. 
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TVA CONSUMERS 
BOUGHT $3,687,000 IN 
APPLIANCES 


Figures for 12 Months Reported 
by 500 Dealers 





WASHINGTON, D. C. — Domesti 
ymsumers of TVA _ power purchased 
ut $3,687, 000 worth of residential elec- 
-al appliances during the 12 months 
ding June 30, 1939, according to reports 
made by about 500 private appli. anice 
lealers to » Tennessee Val ley Au 
\ority 
The. total was more than double the 
$1,612,000 worth of appliances sold dur 
ng the preceding 12 months period. 
Average sales per customer amounted 
about $52.50 during the period, com- 
yared to about $54 for the preceding 
fiscal year. The figures are based on 
1e weighted average of customers con- 
ected each mont The number of resi- 
lential customers exclusive of govern- 
ment reservations has increased from 335,- 
800 at the end of the 1938 fiscal year to 
106,300 on June 30, 1939, not including 
istomers of the system purchased by the 


City of Memphis on June 28 

Most popular of the large appliances 
was the electric refrigerator, the dealers’ 
eports show. A total of 8,680 refrigera 
tors were sold during the year. Other 
sales included 4,288 electric ranges, 1,447 
electric water heaters, 629 electric wate 
systems, 4,949 electric washing machines, 
and 47,725 of all other types of appli 
ances 


1 


In the City of Knoxville, which pur 


ehased its electric distribution system 
from a privately owr ied company on 
September 2, 1939, and operated under 
TVA rates for about 10 months of the 
fiscal year, electric appliance dealers re 
ported sales of $1,454,000 worth of appli 
ances. There are between 30 and 40 
active appliance dealers in the city 

It is estimated that the sale of these 
appliances increased annual consumption 
vf electricity in the areas using TVA 
power by more than 17,600,000 kilowatt 
urs 


Double Winner 





Here are two trophies won by a single 
firm and two men responsible for win- 
ning them. They are, left to right, C. E. 
Saviers of H. E. Saviers & Company of 
Reno, Nevada, and Dave Reiss, sales 
manager of the firm. The large Philco 
trophy recently became the permanent 
property of Mr. Saviers as a result of 
winning the Pacific Coast Distributors’ 
Campaign for the third time. The plaque 
below it is the award from Larry Gubb, 
president of the Philco Radio and Tele- 
vision Corporation, presented to H. E. 
Saviers and Company for being leading 
Pacific Coast distributor. 
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Graybar-Royal Baseball Champs 





One of the features of Graybar's 70th anniversary was a contest in their vari- 


ous districts on Royal vacuum cleaners. 


The trophy was won by the Chicago dis- 


trict and the picture shows the presentation by A. H. Zirke, president of P. A. 
Geier, Royal manufacturers, to W. P. Hoagland, Graybar Central district man- 
ager. At left is John Lawton, Graybar Chicago's appliance manager, and at 
right, George Cossman, assistant sales manager and merchandising manager of 
Graybar Chicago and captain of the winning team. 





‘ff 


And here are the winners of the Graybar-Royal contest in Minneapolis. Left to 


right: D. L. Harpe 


manager of major appliances; C. E. Furber, manager of 


small appliances; E. C. Sharpe, Northern District manager and sales manager of 
the Minneapolis office; and E. E, Sanborn, Minneapolis-Royal representative. The 
Graybar-Royal baseball contest was a feature of Graybar's 70th anniversary. 


29 CHICAGO REFRIGERATOR 


CHICAGO—Recently 


roster of the 
a) ] 


fficials are 


(Chicago Refrigeration 
any), and sec retary, 


Refelacratl mn 
as follows: 


Alphonse Gerat 
Leo Pochter 


red Roth 


Ogden Armstror 


S. P. Barger 
George Monjian 


Arthur Reque 
Oscar Heide 


M. S. Axelrod...C 


Fa lealers in 
rebuilding trade-in 
Called the Refrigeration 
tractors, associate 


cago Master : 


s Refrigeration Sales 


Armstrong Refrigeration Com 


-Chicago Refrigeration Service 
( 


Rofrigerst ion Servi ice 


REBUILDERS FORM ASSOCIATION 


Harry Drownes.. -Drownes Refrigeration Service 
Ww. L. Friday....Friday’s Appliance Shop 


E. Grizzle.....Grizzle Engineering Go. 


Albert Guge.... .Guge Refrigeration Service, 


Inc. 
Hugo Hildenbrand aya Refrigeration Co. 


C. A, Jindrich....J. & J. Refrigeration Company 

M. E. Lowitz... Ke snwood Refrigeration Serv- 
ice 

W. C. Greisser... Metropolitan Refrigeration Co. 

Bs Fo MM wecee North Town Refrigeration 
Corp. 


Max Greenberg... Northwest Refrigeration Serv- 
ice & Supply Co. 


me Gy We cncca Refrigeration Maintenance 
orp 

John Jennings....Rex Refrigeration Service, 
Inc. 


Ivar Skipple......Skipple Refrigeration Machine 
or & Service 
C. E. Sundberg...C. E. Sundberg Company 


T. C. Johnson....T. & T. Electric Refrigera- 


: tion Co. 

M. Graupe....... Trumbull Refrigeration Serv- 
ice 

Fred Twist...... Twist Refrigeration Service 

L. M. Ress.-ccce Uciliey Sales & Engineering 
0. 

J. C. Beiriger.... Wetzel and Beiriger 

George Burgoyne.Zerozone Authorized Service 
Co. 











SCHICK SHAVER 
LAUNCHES RAZOR 
TRADE-IN DRIVE 


At a meeting held August 18th by 
Schick Dry Shaver, Inc. Stamford, 
Conn., Schick’s new campaign to in- 
troduce the 1940 “Captain” Shaver was 
announced. This campaign was dis- 
cussed in detail by Roy W. Johnso 
newly appointed advertising manager of 
Schick. For the first time any kind of 
an old razor can be turned in as credit 
towards the purchase of Schick’s newest 
fastest “Captain” Shaver. The pur- 
chaser receives an allowance of $2.75 
for any razor... “wet” or “dry”, safety, 
straight-edge, or electric, bringing the 
price of the “Captain” down to $9.75 
which will list at $12.50 when this in 
troductory offer closes. Anyone turning 
in an old Schick Shaver receives an 
extra dollar allowance, or $3.75, bringing 
the price they pay for the “Captain” 
down to b 

There are no headaches in this “Trade 
In” as far as the dealer is concerned 
He gets his full discount off the list 
price of $9.75. Schick also announced 
new, more inviting discounts on both the 
“Captain” and the “Colonel” models. 

Starting September 13th big space 
newspaper ads will splash the news of 
the campaign across the country backed 
up by a solid array of advertising in the 
nations leading magazines, Saturday 
Evening Post, Esquire, Colliers, and Life. 
In addition to this tremendous consumer 
appeal Schick will aid and abet its 
dealers by offering them every kind of 
powerful merchandising, direct mail, 
counter cards, window displays, dealer 
tie-up ads, store leaflets, making of this 
campaign a perfect example of the manu- 
facturer and dealer cooperating to the 
gain of the consumer. 

Ralph Cordiner, new president of 
Schick, speaking of the policy of the 
company, stated: “We are proposing to 
do two or three things. First, we will 
continue to believe that the most import- 
ant part of distribution is the retailer. 
Second, we must protect the dealers’ 
inventories. We are taking back any 
former models at the price dealers paid 
for them and propose to give dealers full 
credit in the future on all these. No 
Schick dealer has ever lost a nickel on 
any Schick transaction. Schick always 
bears the loss.” 





New Members Appointed to 
National Adequate Wiring Bureau 


The National Adequate Wiring 
Bureau announces the appointment of 
new members to the Executive and 
Plan Committees. 

H. E. Dexter, vice-president, Centra! 
Hudson Gas & Electric Corp., has 
been appointed to the Executive Com 
mittee to replace M. E. Skinner; R. H 
Fite, Jr., Ebasco Services, Inc., re 
places C. A. Eastman, and Ralph Neu 
muller, executive vice-president, Elec 
trical & Gas Association, Inc., New 
York, replaces George R. Conover. 

Appointees to the Plan Committee 
are G. W. Hart, Ebasco Services, Inc., 
replacing Mr. Eastman and S. G. Hib 
ben, director of applied lighting, West 
inghouse Lamp Division, Westing- 
house Electric & Manufacturing Com- 
pany, replacing S. J. O’Brien. 





Room Cooler Sales Jump in Chicago 


CHICAGO—A total of 405 electric room 
coolers were moved during the first six 
months of 1939, according to the Com- 
monwealth Edison Company. This is a 
new all time peak for this period of the 
year. In 1938 only 207 were sold in the 
corresponding period. Chicago dealers 
during the first six months of 1939 sold 
235 units. Some 55 central plant systems 
were sold, a gain of 5. 
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R.E.A. TO PROMOTE, 
FINANCE SMALL 
APPLIANCES 


WASHINGTON, D. C.—Encouraged 
by the success of an experiment in three 
states the Rural Electrification Admin- 
istration plans to start within a few 
weeks a program of promoting and 
financing the sale of small electric appli- 
ances. The idea is to fill the gap under 
Electric Home and Farm Authority's 
$40 minimum contract. REA first tried 
out the idea last Spring on the sale of 
500-chick electric brooders in North 
Carolina, Virginia, and Delaware. REA 
conferred with manufacturers and dis- 
tributors and arranged to bring the price 

jown from $35 to $21. Sales were made 
threusia distributors, in ‘most cases, with 
a moderate spread allowed, and .two to 
five year credit for purchasers was 
financed by REA. Installment collections 
are being made by the farmers electricity 
cooperatives. 

It is planned now to broaden the pro- 
gram geographically and include both 
household and farm appliances. Sales 
will ordinarily be made through distrib- 
utors or retailers—through the coopera- 
tives when no other outlet is available. 





National Furniture Week 
Sept. 30-Oct. 7 


Publicity is out from the Furniture 
Mart in Chicago pushing National Furni- 
ture Week, September 30-October 7. Ac- 
cording to F. H. Cady, Jr., Frigidaire is 
supplying special promotion material, 
most chain mail order stores have au- 
thorized all their branches to participate 
as local merchants in the promotion. A 
proclamation is forthcoming from the 
Governor of Texas. A contest idea is 
being released built around the 1939 
theme of “color and personality.” 





General Electric Host to World Poultry Congress 





Edwina Nolan; G-E home service director; 
Kittell, Cappers Farmer; and S. A. Edwards, manag- 
ing director of the Congress, slice a little poultry. 


CLEVELAND—Cooking an egg is a 
relatively unexciting and unpretentious 
undertaking, until such ingredients as 
loudspeakers, microphones, and spotlights 
are added, to say nothing of hundreds of 
thousands of spectators. Then it is a 
problem. 

The problem was solved during the 
recent World Poultry Congress which 
was held at the Public Auditorium in the 
Great Lakes Exposition grounds in Cleve- 
land from July 28 through August 7, and 
in a manner which should leave no doubt 
in the minds of the 850,000 persons who 
attended—at least until the next World 
Poultry Congress three years hence. At- 
tendance on one day alone was 117,000. 
The congress had never before been held 
in the United States, and probably will 
not be again for 25 years. 

But to return to the egg, which by all 
accounts seems to have established a defi- 
nite superiority over the hen during the 





Marianne 


ten days in Cleveland, it was the star per- 
former in the egg meal menu contest. 
Twenty-one participants from this coun- 
try and Canada, who had been successful 
in their local competitions, came to Cleve- 
land for the “cook-off.” It was won by 
Mrs. Homer Hixon, of Gainesville, Fla., 
who walked away with the $1000 first 
prize with a fast combination of chicken 
liver omelet, while radio announcers rend- 
ered a beat-by-beat account. 

While the competition was held in the 
kitchens of the Hall of Industry, the 
General Electric home institute at Nela 
Park, Cleveland, extended the facilities 
of its many electric kitchens to the con- 
testants who wanted to warm up before 
the main battle. All of the prize win- 
ners and a good many other visitors to the 
Congress took advantage of the offer. 
Edwina Nolan, manager of the G-E 
home service section, was one of the 
judges for the grand egg finals. 








Gibson 





Ed Jacobs, 


Frank Dewey and Bill Browne, sales managers 


Tries a "Product Practice’ School 


L. W. Hamper. 


of their respective divisions, try their hand at broiling steak. 


Too many cooks? 





Jack Tepfer and George Jaud, 


ELECTRICAL MERCHANDISING—SEPTEMBER, 


Gibson's eight divisional 


at Greenville, Mich., 


"Product Practice” 


also divisional sales mana- 
gers, check over results and say “It's as easy as that!" 


1939 


mana- 
gers, in a four-day factory session 
inaugurated 
a new kind of product education 
recently by taking part 
school. In 
their study of the new Gibson 
ranges, the men went all the way, 
starting with examination of the 
wires in oven elements and finish- 
ing by cooking complete meals. 
Each man was responsible for the 
success of his own cooking. 





The whole line-up: F. E. Basler, Harry Lippert, Charles Hoell, Bill 
Browne, Jack Tepfer, Arnold Baldwin, Ed Edsall, C. Horowitz, Frank 
Dewey, C. Johnson, Ed Jacobs, W. D. Krauter, Dorothy Swift, Les 
Taufenbach, B. Murphy, A. D. Vining, George Jaud, F. S. Gibson, Jr., 
J. L. Stephens, Gregory Drumm, C. J. Gibson 


(president) and 


And this is Harry Lippert, Gib- 


son's range specialist, scoring 


steaks for the boys. 














Crowd gathered before G-E kitchen at World Poultry Congress 
during cooking demonstration. 





first-prize winner, 


in the G-E 


Mrs. Homer Hixon, 
taking a "practice run” 
kitchen at Nela Park. 





THERMADOR BUYS 
WOOLWINE-NORRIS 


Two of the leading electrical appliance 
manufacturers in the West were brought 
together into one organization recently 
when the facilities, personnel and pro- 
ducts of the Woolwine-Norris Corpora- 
tion were consolidated into the 23 year 
old Thermador Electrical Manufacturing 
Company, pioneer western manufacturers 
of household electrical appliances. 

“The step was a logical one,” stated 
Harry H. Fogwell, President, in making 
the announcement, “for it supplies the 
Thermador Company who heretofore con- 
fined their manufacturing to electrical 
water heaters, room heaters and air 
conditioning units, with a time proven 
line of electric ranges, as well as more 
extensive manufacturing facilities. To 
Woolwine it brings the prestige of the 
well-established Thermador name and 
the wide electrical manufacturing and 
merchandising experience of the Therma- 
dor management.” 

The Thermador Electrical Manufactur- 
ing Company was organized when H. H. 
Fogwell and W. E. Cranston consolidated 
the Everhot Electric Company and the 
Hoffman Specialty Company of Cali- 
fornia in 1932. The company has made 
steady progress and today has extended 
the distribution of their products through- 
out the United States. The Woolwine- 
Norris Corporation was formed from the 
Woolwine Metal Products Company, 68 
year old pioneer in the Los Angeles man- 
ufacturing field. Four years ago their 
entrance into the field of electric range 
and water heater manufacture was 
marked with an outstanding success. Dis- 
tribution of their line has been confined 
principally to the southern California 
market, however, steps have recently been 
taken to widen their field of operation 
to northern California and the Northwest. 

In outlining the future merchandising 
plans for the company, vice-president W. 
E. Cranston announces that there will 
be no abrupt changes in the merchandis- 
ing and distribution policies of either the 
Thermador or Woolwine lines. 
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THE NEW WAND TYPE 





GETS “SENSATIONAL POWER” 
FROM A TROUBLE-FREE 


BLACK & DECKER 
MOTOR 











A Lost rHIRTY YEARS experience in 
designing and building fine vacuum cleaners are back of 
The P. A. Geier Company’s new RoyaLarre—a “‘cylinder”’ 
type home-cleaning appliance and companion to the already 


famous Royat DeLuxe and Roya Super Grand Cleaners. 


Made with all the traditional quality and precision for 
which Roya. is noted, this new wand-type cleaner effi- 
ciently performs a multitude of services in the home includ- 
ing air purifying, insecticide spraying and vaporizing, rug, 
furniture and drapery cleaning and renovating, floor and 


linoleum polishing. 


lo power this versatile machine, Roya engineers turned 
naturally to Black & Decker—as they have been doing 
since 1915. And so, in common with other members of the 
Roya family, the new Royatarre can likewise boast of 
quiet, dependable, long-lived, trouble-free power. Nowhere 


will you find a cooler-running cylinder-type cleaner. 


The Black & Decker Electric Company is America’s 
most experienced specialist in the design and manufacture 
of complete motors or series parts for vacuum cleaners. 
The cooperation of our engineers is at the disposal of 
manufacturers who may be interested in the application 


of universal motors to the improvement of their products. 


15) ONS Se TOS 





THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 
Specialists in the Design and Application 


of Universal Motors 
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Executives Preview Premier Campaign 





R. B. Wilson and H. U. Mann of Premier Division, Electric Vacuum Cleaner Co., 
Inc., and F. T. McDonough of Beaumont & Hohman, Inc., advertising agency 
inspect Premier's fall advertising at recent Chicago meeting. 


PREMIER'S FALL 
CAMPAIGN OPENED 


CLEVELAND—The entire fall ad- 
vertising and merchandising campaign 
for Premier vacuum cleaners was out- 
lined to all of the company’s mid- 
western sales division managers at a 
meeting in Chicago on August the 14th 
and 15th. Reprints of all the adver 
tisements Premier will use in national 
magazines between now and Christmas 
were on display for the first time, and 
the assembled managers also received an 
introduction to the unique floor display 
which will play such a big part in 
Premier's sales efforts this year. 

All of Premier’s national advertising 
—which opens with a four-color page in 
the Saturday Evening Post—is concen- 
trated on the new Premier “Partners”. 
These “Partners” are a combination of 
the Premier Vac-Kit and the Premier 
Floor Cleaner. The copy theme of the 
Campaign stresses the ease with which 
these two specialized vacuum cleaners 


lean each of the two dirt zones in 


Knockout Water 





every home—the above-the-floor dirt 
zone and the on-the-floor dirt zone 
thus putting an end to “half-way house- 
cleaning”. 

Premier's unique floor display at- 
tracted special attention. All who saw 
it were in agreement that the display 
did everything but talk. It displays the 
actual merchandise, shows pictures of 
it in use, and the large illustrated book 
let which is an integral part of the dis 
play tells how the merchandise is mack 
and why it performs as it does. 

The rest of the fall campaign as out 
lined at the meeting includes advertising 
in home economics publications, intensiv« 
campaign in electrical dealer publications 
dealer broadsides, window displays, con 
sumer broadsides and educational book 
lets 

Those who attended the Chicago meet 
ing, in addition to all mid-western sales 
division managers, were R. B. Wilson 
executive vice president; John B. Buck 
ley, comptroller; H. U. Mann, whole 
sale sales manager; E. A. Hamala, ad 
vertising manager, as well as F. T. M« 
Donough of Beaumont & Hohman, Inc 
Premier's advertising agency 


Heater Window 


"NO TANK PATTING 
24 HOUR SERVICE 
CLEAN CONVENIENCE 


‘15 °° Allowance 
on your old heater 





First prize in Modern Kitchen Bureau's contest for best window displays of elec- 
tric water heaters went to Atlantic City Electric Company for this attractive 
window designed by |. C. Dixon at Bridgeton, N. J. Feature is the open faucet 
in center from which pours a constant stream of steaming hot water. From sink, 
the water runs to pump in basement which returns it to water heater tank. 
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Department stores, distributors and exhibitions have a new one to show their 


customers—the General Electric "Mrs. Cinderella Marionette Show'—a cleverly 
conceived presentation which tells the story of electrical appliances in a non- 
commercial, appealing fashion for children and grown-ups alike. 


MARIONETTES DRAMA- 
TIZE G-E APPLIANCE 
STORY 


NEW YORK—Following its extended 
ind successful experience with the now 
vell-known G-E “Magic Kitchen,” the 
General Electric Company has announced 
the availability to department stores, dis- 
tributors, and other display points of a 
new and more elaborate presentation, the 
“Mrs. Cinderella Marionette Show.” The 
1ew show, telling in considerable detail, 
the familiar story of electrical services 
in the home, was given previews in 
Cleveland and at the Westchester Coun- 
try Club in Rye, N. Y., recently, where 
it met with considerable interest at the 


hands of appliance merchandisers, and 
was booked for its first week on “the 
road” by the J. L. Hudson Co., of De- 


troit, beginning August 21 

The Tatterman Marionette organiza- 
tion was given the assignment of pre- 
senting dramatically the “Mrs. Cinder 
ella” story that is now being featured 
by General Electric throughout its 
dealer organization, with advertising, 
window displays, and a book in verse 
and color, telling the inside story of 
what happened to nurseryland’s most 
famous married couple after the honey 
moon was over. . The marionette play 
is likewise in verse, in five scenes, and 
with 24 characters, and elaborate light 


Display Animation’ 1939 — 
— World's Fairs Edition 


NEW YORK—tThe fourth edition of 
this year book is announced by the pub- 
lisher. Display Animation 1939 is largely 
devoted to the most interesting and useful 
dynamic display ideas to be seen at the 
Golden Gate and New York Fairs. 
These two Fairs, without question, have 
set new standards in the use of art, 
architecture, light, color, and animation 
in displaymanship. volume illus- 
trates and gives detailed description of 
over 300 of the year’s best merchandis- 
ing displays and exhibits, mainly from 
the 1939 Fairs. 

Much attention is given to the selling 


This 


lisplay ideas seen in the various ex- 
hibits of utilities and appliance manu- 
facturers, who naturally vied with one 


another in producing the very best dis 
plays for the Fairs. 

Published by Reeder-Morton Publi 
cations, Inc., 175 Fifth Ave., New York, 
240 pages, size 84 x 11, full cloth, 325 
photo reproductions, $5.00 plus postage. 
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ing and scenic effects. The play was 
produced by William Ireland Duncan, 
dramatized by Edward Mabley and has 
a musical score by Tom Bennett. Jean 
De Jen, of the G-E organization is in 
charge of the operation. 

Almost completely devoid com- 
mercialism, the marionette show is ex- 
pected to be an exceptional drawing-card 
for department stores handling G-E ap- 


pliances, for appliance exhibits, fairs, 
utility showrooms, and large dealer 
stores. It is offered at a nominal rental | 
for periods of six days or longer. Three 
professional puppeteers travel with the 
show and handle its technical opera- 
tion. 

Only one marionette show has been 
made available to date, because of the 
cost involved in producing the various 
puppets and stage properties. Future 


developments will depend on acceptance 
in the field. The show lasts 20 min 
utes, and the number of performances a 
lay is limited to eight. The show is of 
such size that from 500 to a thousand 
persons can view it without difficulty. 


Display Roll 








= 





This mechanical ironer demonstrator 
has been developed by the Armstrong 
Products Corp., Huntington, W. Va., so 
that the prospective customer may see 
a full size ironer in operation without 
asking for a demonstration. The roller 
towel runs from the model's hands around 
the roll continuously. 


1939 









WHY DOES 
THIS QUEN CUT 
FUEL COSTS ? 







HERES 
THE ANSWER — 
THE WILCOLATOR 
WARRANTY 
BOND 














.. and this Wilcolator Warranty 
Bond also answers your question 
**How can I close more range sales, 
faster?’’ It concentrates attention 
on one of the most important fea- 
tures of any range—the Wilcolator 
Oven Control. It anticipates ques- 
tions—and answers them in black- 
and-white. It becomes an effective, 
hard-working salesman to clinch 
the toughest sales. Try it! Tell us 
how many Wilcolator Warranty 
Bonds you need for the Wilcolator- 
equipped ranges on your floor 
today. We will send them at no 
cost to you! 


THE WILCOLATOR COMPANY 
NEWARK, N. J 


TIME-TESTED! 


Vela nialelLammeleeneee 
Wilcolator Ov 
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aid to range sales 





PAGE 47 


COMPLETELY AUTOMATIC SPACE HEATERS 
..SELL FASTER with MORE PROFIT 











05, Madam! 


all Space Heaters can be 
Fully Automatic .. just add 
this Packaged Control Unit 


Two New A-P Packaged Control Accessories add the magic 
SELLING POWER of the word ‘Automatic’ to Space Heaters 
in Thermostatic Temperature Regulation and Remote 
Fuel Feed 
Show these two A-P Controls to your prospective customers! 
They make Space Heater Selling easier—add extra sales 
volume and profit—and offer BETTER HEATING COM- 
FORT AND SATISFACTION. 


New A-P Electric ‘“‘Auto-Heat” Top Unit 


for Thermostatic 

Temperature Control 

Adds new convenience, new pleasure, 
comfort, and economy to Oil Burning 
Space Heaters. Operates through attrac- 
tive Wall Thermostat, regulating tem- 
perature accurately within only 2° varia- 
tion from Thermostatic setting. Simple to 
install. Everything complete in a single 
package: Electric ‘‘Aute-Heat’’ Top 
Unit, Modern Wall Thermostot, Trans- 
former, Wiring, and detailed instructions. 





New A-P “Oilifter’’ Control 


ml Avoids fuel tank refilling—eliminates 
need for fuel tank on Heater. Mounted 
in place of regular Manual Control on 
Heater, it draws fuel up to the heater 
from a central bulk oil storage, as far 
below as 35 feet or as far away as 300 
feet. Feeds and accurately meters fuel to 
burner for any desired heat. Only one 
slender tube—easy to install, safer, 
cleaner, more convenient. Inspires multi- 
ple heater sales for homes, schools, halls, 
and tourist camps. 








Look for the A-P Constant Level Oil Controls—used on a majority of 
Oil Burning Appliances. They help you to FASTER Selling, through 
greater Dependability, and adaptability to Automatic Temperature 
Regulation and Remote Fuel Feed. 


AUTOMATIC PRODUCTS COMPANY 


2400 NORTH THIRTY — SECOND SsTRecT 


MILWAUKEE @ WISCONSIN 


@ Manufacturers of Oil Controls for all Oil Burning Appliances 








DEPENDABLE 





THE BYWORD FOR A-P CONTROLS 








Duke Power Company's outstanding Kelvinator salesmen are greeted at the 
Kelvin home of the World's Fair by President Grover Whalen. Left to right: 
George E. Wagoner, Kelvinator district sales manager at Charlotte; Alex Gunn, 
Charlotte; Campbell Wood, New York Kelvinator's director of public utilities; 
F. V. Fields, Duke Power's branch manager at Mooresville, N. C.; Vance Jones, 
Burlington, N. C.; Norman Tindal, Charlotte; Roy A. Palmer, Charlotte, assistant 
merchandising manager, Duke Power Company; Leroy Campbell, Mooresville; 
Grover Whalen; Banks Fitch, Burlington; George M. Jensen, Atlanta, Kelvinator's 
southeastern regional sales manager, and C. E. Scott, branch manager for Duke 
Power Company at Burlington. 





Incoming and Outgoing Chiefs 





At the dinner recently held by the General Electric appliance and merchan- 
dise department in honor of the department's ingoing and outgoing chiefs. left 
to right; H. L. Andrews, G-E vice president now in charge of appliance opera- 
tions; Carl M. Snyder, general appliance sales manager; Ralph Cordiner, who 
recently resigned as manager of the appliance and merchandise department. 


MKB Range Campaign Poster 


"Were Chang 


: (it TO CLEAN, SAFE 
ELECTRIC@as. OOKING 






—s 


This is the poster which the Modern Kitchen Bureau are making available to 
dealers, distributors, utilities, etc., in connection with the National Electric Range 
Exposition, scheduled for this fall. (Story on page 43.) 
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CONTEST REVEALS 
WIDENING MARKET FOR 
GAS-ENGINE WASHERS 


Briggs & Stratton To Announce 
Winners of Quiz Contest 


MILWAUKEE—Hammered into the 
furthest provinces by a campaign of ad- 
vertising in the Country Home, Farmers 
Wife, Cappers and Successful Farming, 
and leading trade papers has been the 
“Quiz” contest to stimulate national in- 
terest in gasoline powered washing ma- 
‘hine for farm homes sponsored by 
Briggs & Stratton, makers of gasoline 
motors. 

Checking of the mail from contestants 
who had to live on non-electrified farms 
to qualify, has been completed. 

For years it has been assumed that 
North and South Dakota, Iowa, Minne- 
sota, Wisconsin, Illinois, Indiana, Mich- 
igan, Ohio and Pennsylvania formed 
the heart of the gas engine washer belt. 

In the contest it was revealed that 
Missouri, Nebraska, Kansas had the 
most people interested. Newcomers 
among the leaders jumped to the front 
in number of entries, followed by Wis- 
consin, North Dakota, Minnesota, Iowa, 
Illinois, South Dakota, Indiana—close 
behind were Ohio, Montana, Colorado, 
Texas and Oklahoma. 

These returns also indicate that the 
interest in gas powered washing ma- 
chines is widening. 

A study of gas powered washer sales 
in the last three years presents an in- 
teresting problem. With a richer 
market, farmers having enjoyed the 
fourth consecutive year of prosperity, 
and with comparatively few farms elec- 
trified, nevertheless, the percentage of 
farm washer sales have decreased, as the 
following figures show: 


Percent of Gas Engine 
Washer Sales to Total 
All Washers Sold 


on ne 5a Seen 8.15 per cent 
March 1939 ......... 7. > 
January 1939 ..... ; 7.50 
a 
fr 10.6 
January 1938 ........... 8.6 

SN inn caa'sa otis oo 
March 1937 ...... Zi 10. 
UE wccccesccses See 
4 Se 13.65 
Merch 1936 ........ 10.3 
January 1936 ... 10.7 


It has been stated that lack of inter- 
est by dealers’ salesmen and washer 
manufacturers undoubtedly due to a mis- 
conception of the extent of rural electri- 
fication is responsible for the falling off 
in sales. 

The farmer is still ready to buy, but 
he needs a little urging. Recent sales 
figures are showing an improvement over 
a year ago. It is believed that a con- 
centrated effort to push this business 
could easily break all previous sales 
records. 

Many of the successful dealers selling 
gasoline washers are working on a basis 
of group merchandise these days. In the 
stores they have grouped the display of 
non-electric big ticket items for farmers 
whose homes are not wired. Gasoline 
powered washers, stoves, lanterns, bat- 
tery radio and all the other non-electric 
appliances are shown. In other groups 
are shown associated items for electric 
homes. The year 1939 has probably seen 
more small town hardware stores put 
in big ticket departments than any 
previous year in history. 

The judges in the contest have 
selected winners and alternates for each 
state. As fast as all requirements of the 
entries selected are verified and proved 
correct in accordance with the rules, 
winners are being awarded their prizes. 
It is planned to acknowledge each entry 
with a list of the lucky winners. 











WIN A 


“CASH AWARD 


PLAN A“DUO-DISC” WINDOW DISPLAY IN CONNECTION WITH 
NATIONAL WASHER & IRONER WEEK...OCT. 14 to 21 














MODEL 


THE AUTOMATIC LINE 


includes 
GLEAMING 


ALL WHITE 
MODELS 
Starting at 


$90 


Also 2 Gas Engine Models 








DOWN for Usual Loads 
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sit That's the Daily Average since January Ist 


Why NOT quit trading dollars 
and come over fo the Profit Side? 


When a washer prospect walks into your store, you know 9 times out 
of 10 you're up against cut price competition. That's when you need 
price—of course. But you need much more to save the sale. You need 
this exclusive feature, which only Automatic Laundry Queen gives. 
No Mail Order House or Other Low Price Competition can offer the 
Invertible Duo-Disc Agitator, which gives "2 Way Washing in One 
Tub.” It makes a demonstration few housewives can resist. Sub- 
merge the agitator for usual loads and show the prospect how in this 
position the Automatic Laundry Queen delivers a// that 0 other 
washer can offer, then put in heavy blankets, quilts or rugs and invert 
the agitator. Show how “surface” agitation washes these heavy 
pieces faster—better. 

We will be glad to show you why, at the rate of "2-A-Day,” Dealers are starting 
to sell "2 Way Washing" to stop losing sales to Low Price Competition. 


Write us for details of the Automatic Copyrighted Sales Plans and 
the Automatic Laundry Queen Dealer Proposition. 


AUTOMATIC WASHER COMPANY 
229 W. Third St. Newton, lowa 















e AG 
UP for Heavy Pieces 


WASHING 
IN ONE TUB 
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Dniroducing| 


the COPY-HOLDER LAMP 


A new, exclusive item that finds ready ac- 


ceptance in any office. 


It combines a highly 


efficient stenographer’s desk lamp with a copy 
or notebook holder placed at the correct read- 
ing angle and perfectly illuminated by restful. 


glareless light. 


Prevents eye strain and 


fatigue—helps the stenographer turn out more 


and better work. Made in 4 models. 


Offers 


exceptional sales possibilities. 


NATIONAL ADVERTISING 
HELPS YOU SELL THE FARIES LINE 


There's a lamp for every portable lighting requirement 


in office, store, or factory. 


For 59 years, Faries Lamps 


have been leaders in style and lighting efficiency—your 
assurance that they'll make good with your customers. 
The Faries name on a lamp has come to mean some- 


thing. 


Advertising in such magazines as Time, Business 


Week, Forbes, Banking—publications regularly reaching 
well over a million executives in all lines of business 
men whose preferences influence the purchase of lighting 


equipment. 
up to date. 


Brass 
Flexible Arm 





The Faries line is complete—and kept strictly 


Get this CATALOG 
It shows 200 Models 


A complete, fully illustrated reference to lamps 
for every requirement — from the President's 
office to the shipping clerk's desk, the factory, 
or the showroom. Send for the Faries cata- 
log—use it to sell more lamps. 


CO., 1002 £. Grand Ave., Decatur, Ill. 


ROBERT SCHWARTZ DIV. 


0, 27 No. 10-000 
Parabola Shade Bench Light 





No. 2242 
Guardsman 





No. 2213 
Guardsman 


San. 


{ 


f 
| s—s 


No. 1561 
Executive 


ot 
2 


No. 1989 
Natural Light 


No. 2207 
Guardsman 





No. 2231 
indirect 
Desk Lamp 


No. 14! 
Adjustable Bracket 


No. 4! 
Benoh Light 
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FOR YOUR INFORMATION... 


Latest converts to the trade-in are 
Schick Dry Shaver ... They are go- 
ing to offer $2.75 for any old razor 
against their new Schick “Captain” 
which lists at $12.50 . . . Ralph Cordi- 
ner, president, and Roy Johnson, adver- 
tising manager, are new company ex- 
ecutives formerly with G-E .. . 


*_ * * 


Total business of Hobart Mfg. Co., 
lroy, O., manufacturers of food mixers, 
dishwashers, coffee-grinders, etc., was 
the biggest for any July in the history 
of the company, says E. R. Greely, 
sales manager. The last three months 
were just as good, too, which makes 
a record quarter. 


*_ * * 


Latest of Consolidated Edison (New 
York) campaigns is on a table model 
radio-phonograph combination,  an- 
nounces E. F. Jeffe, vice-president . . . 
A.C. model will sell for $23 cash; $24.50 
deferred payments . . . D.C. model for 
$26.50 cash; $28 time . . . G-E makes 
the set which will be in their regular 
line at $59.50 for the A.C. and $64.95 
for the D.C. Campaign started Septem- 
ber 1 will run to December 15. 


*-_ * * 


Peak sales months of the autumn will 
bring a new high sales record for coal 
stokers, says E. C. Sammons, president 
of the Stoker Manufacturers Associa- 
tion and vice-president of Iron Fire- 
man. About 110,000 stoker units will 
be sold this year, the Association ex- 
pects. 

* * * 


“How I Sell Electric Counter Cook- 
ing” is to be the title of prize papers 
submitted by commercial cookery sales- 
men in the new contest, sponsored by 
the Commercial Electric Cooking 
Council, in which five awards, totalling 
$200 will be offered. Entries will be 
received from Sept. 5 to Oct. 31, inclu- 
sive, and should be mailed to the Coun- 
cil at 420 Lexington Ave., N. Y. C. 


* * * 


The first National Rural Sales Con- 
ference will be held under the auspices 
of the General Sales Committee of the 
Edison Electric Institute, Sept. 21-22 in 
the hayloft of the Electrified Farm at 
the New York World’s Fair. Helping 
the farmer profit from electricity is the 
theme of the meeting. 


Farnsworth 


Air conditioned buildings enjoy « 28 
per cent reduction in illness of olfice 
employees, according to a recent survey 
by the Air Conditioning Manufacturers 


Association. 
i 


The Magnet Switch Co., 356 \\ est 
Huron St., has been organized by ‘| om 
Russell, Jr., in cooperation with his 
father, T. C. Russell, former presicd« 
of the Russell Electric Company. 


* * * 


July was the biggest range month for 
Stewart-Warner since the seven 
months they entered the field. 


* * * 


Speaking of big orders: 1,630 electric 
| ranges and 1,453 electric refrigerators 
| have been sold to the Buffalo Municipal 
Housing Authority by Westinghouse. 
Three housing units are involved 
Lakeview Apartments, Willert Park 
and Commodore Perry. Two other 
| good Westinghouse orders were th 
55 electric kitchens installed in the first 
units of Allentown, Pa.’s Highland 
Dwellings; 384 refrigerators sold to th 
Charles F. Weiler Homes Project 
Toledo, O. 
* * * 


U. S. exports of electrical equipnx 
| amounted to $9,302,505 during June 


* * * 


Plans for the fourth annual Forum 

| of the Porcelain Enamel Institute a: 

nearing completion. The Forum is 

| scheduled for Oct. 18-19-20 at Ohio 
State University, Columbus, O 


* * * 


Stewart-Warner have returned their 
contract to make Hudson’s auto radios 


* ~ * 


| Utility Management Corp., former! 
of 61 Broadway, New York City, ar¢ 


now at 150 Broadway. 
* * * 

The first graduating class of the 
| Kelvinator National Salesman’s In- 


stitute are receiving their diplomas 
They number 834 members of Kelvina 
tor’s selling force. Sidney Edlund is 
president of the Institute 


*_ * * 


The Champion Appliance Company 


of Janesville, Wisconsin, has been ai 


Under Way 





Three officials of the Farnsworth Television & Radio Corporation snapped 
before the television pick-up camera in the studio of the company's plant at 
Fort Wayne, Ind. E. A. Nicholas (center), president of the company, holds an 


image dissector tube. 


At left is Ernest H. Vogel, vice president. 


At right is 


J. P. Rogers, vice president and treasurer. 
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To the genius of Clint Brown, of Edi- 
son General Electric Appliance Com- 
pany, the world is indebted for the 
contest idea with reverse English. In his 
current campaign Clint presents the 
sloths and sluggards with oil cans, indi- 
cation to the whole world of their slow 
motion—until they get going. Editor 
Lester E, Moffatt of Electrical Merchan- 
dising was thrown to the lions and 
forced to pose as a victim, in order to 
llustrate the idea. 


nounced as winner of the recent dealer 
refrigeration contest sponsored by the 
Wisconsin Power & Light Company. 
The firm sold 1,501 refrigerators. More 
1an 200 dealers and salesmen took 
part 
x * * 


Commonwealth Utilities, Inc., 1414 


South Wabash Avenue, Chicago, held 
1 midsummer opening in its modern- 
zed quarters for Chicago dealers July 
19-21. Sun Flame oil heaters, air con- 
tioners and Emerson radios were on 
lisplay 
Ss «& = 
On tour over the states of Indiana 
ind Michigan this summer is an R.E.A. 
arm equipment show, a_ traveling 
lemonstration of how electricity pays 
ts way on the farm. Besides feed 
rinders, motors, water pumps, milk 
oolers, electric fences, etc. there is a 
lunch tent at which meals are prepared 
with electric cooking aids 
e * 6 


Three creditors filed suit last month 
n the U. S. District Court against Gen- 
eral Household Utilities Company, 
which was once reorganized under Sec. 
77-B of the Bankruptcy Act. This ac- 
tion is intended to throw General 
Household Utilities Company into in- 
voluntary bankruptcy proceedings. 
Liabilities are said to approximate 
$740,000 of which $340,000 is due the 
Reconstruction Finance Corporation. 


* * * 


A bigger and better sixth floor has 
been opened in Younkers department 
store in Des Moines with enlarged re- 
frigerator, electric range, sewing ma- 
chine, radio and luggage departments. 


* * * 


All American Products Corporation, 
wholesale mail order electrical appli- 
ances, 805 W. Washington Blvd., Chi- 
cago, have filed a voluntary petition in 
bankruptcy in the U. S. District Court. 
Liabilities are $26,531 and assets of 
$24,687 were given. 
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PYRE xX 


Delray 
Completely 
Automatic 


Model 
$7.95 





Non-electric 


Spray Tea Maker 


$ 3-95 
Electric 
Model 
Spray Tea Maker 

$5.95 

Catalina 

Coffee 

Service 


NYHEET CONTROL 


BRAND 
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Special 
Vented 
Bowl & Tea 


SPreY $9.45 

























Pat > Oe wb renin faa: 
5 NEW PROFIT-MAKING ITEMS 


STARTLING INVENTION 


Completely Automatic «i1¢ex 


“set it — and forget it” 


All you need do is plug in the cord — flip the 
switch — and set Anyheet Control at one of the 
low heat graduations — and forget it. When the 
water rises to the upper bowl the electricity is 
turned off automatically. When the brewed coffee 
returns to the lower bowl, Anyheet Control takes 
over automatically — keeps the coffee at drinking 
temperature indefinitely. 

The convenience of “being able to forget” is a big 
sales compeller. Capitalize on it. Feature the com- 
pletely automatic Silex Glass Coffee Makers priced 
from $7.95 up. 


For users who have a recent electric model Silex 
the Automatic Attachment will convert it into a 
completely automatic coffee maker. Price $2.95. 


Revolutionary Development 


New witex Spray Tea Makers 


The Silex Spray Tea Maker, the first really scientific 
tea maker, meets the experts’ requirements. It brews 
perfect tea — because bubbling boiling water is 
sprayed down on top of the tea leaves. The leaves 
have ample room to expand in the upper bowl. 
And after the tea has brewed the proper length of 
time it is automatically drawn off the leaves into 
the preheated lower bowl — where it can be kept 
at drinking temperature. 


A huge, virgin market — seven out of every eight 
families in the country — want the new Spray Tea 
Makers. Profit from this demand. Sell either com- 
plete models (electric or non-electric) or the special 
vented upper bowl and Tea Spray for getting 
double pleasure from Silex Glass Coffee Makers. 


Here is Your Gift Market 
“On a Silver Platter” 


This exclusive coffee service consists of the new 
silvery satin chrome and ivory Catalina model 
Silex Glass Coffee Maker (equipped with Anyheet 
Control for keeping coffee at drinking tempera- 
ture — indefinitely), a beautifully engraved silvery 
satin chrome tray with ivory handles, and a crystal 
clear glass creamer and sugar which snap into 
chrome shells pierced in the Catalina design. 
(Also available in bright chrome finish.) 


It is an ideal gift for Christmas — for anniversaries — 
for brides. It is a coffee service to feature — profit 
from — all through the year. 


THE SILEX COMPANY, Hartford, Connecticut 


‘Le xX 


TRADE MARK REGISTERED v.S. PavT. OFF, 
MAKERS PRICED at $6.95 up 
\NDLES ON ALL MODELS 


at $5.95 up 




















RADIO} 


6 what it takes for 1940” 


, a NEW INNOVATIONS, TELEVISION 
we OUTLETS, BUILT-IN AERIALS, IM- 
PROVED PUSH-BUTTON TUNING. 


ENTIRELY NEW AND AMAZING 


CURVEFLECTOR 


TONE 
DISTRIBUTOR 





Measured by tube performance you'll give a 
customer more radio for his money with the 
Crosley line. 


Measured by prestige you’re presenting one 
of the oldest names in radio. 

Measured by quality there’s no finer radio 
construction. Check the highest price sets 


for specifications like these . . . cadmium 
I 

plated all metal spot welded chassis compen- 

sated for all temperature changes . . . switches 


with silver plated contact points . . . ball- 


bearings in tuning mechanisms . . . etched Be Mate are 
See 













dials . . . individually balanced speakers. 













ABOVE— Exclusive Portable radio operating 
on batteries or AC-DC current that contains 
automatic changeover switch. (Plug in when 
near any socket.) Saves batteries. Cord con- 
cealed. As in all Crosley radios—more per- 
formance per dollar— $23.95 including batteries. 


The startling effect of the 


CURVEFLECTOR 


tone distributor is that radio has no direc- 
tional sound. Tone floods the room. One is 
conscious of greatly increased fidelity. It re- 


BELOW—Large 3 band CURVEFLECTOR 
Console. Radio's greatest value today—im- 
— push buttons tune favorite stations. 

ig cabinet provides unusual sound baffle for 


: : . ABOVE—Combination radio-ph« h with Capehart extraordinary tone—$69.95 
calls the finest radio you ever heard,—which Automatic  Record-changer — superbererodyne  ceuit, 
as pr ‘ , st expensive ver saw push buttons for tuning favorite stations —incorporates 
wa probably the mo be xpen ive you eve rs AW. new CURVEFLECTOR (tone distributor) an amazing 
Wi feel safe in Saving that Cre sley Cl RV E- sound baffle that provides greatly improved tone. Con- 
KI ht Te RK R adios sound the equal of those stant speed motor—highly sensitive pickup—$114.50. 
twice their price. This definite contribution to 
radio art is at NO PREMIUM—tThe Crosley 
Radios that incorporate it are as ALWAYS BELOW—SEXTETTE bakelite table model—no ground 
| tre 1i for eve | | 9 | Ils connection required. Push buttons tune favorite stations. 
the most radio tor ev ryboay 8 dollar. Knob tuning with edge lighted etched glass dial. Design of 
cabinet and assembly of speaker peovtlies unusual tone for 


such a small set —$14.99 





PRICES PLUS PROFITS 


The Crosley line begins at $7.99, a low priced 
standard quality set to meet ANY competi- 
tion—20 low priced, high profit table models 
for easy step-up from price leaders. 3 consoles 
from $39.95 to $69.95. 3 radio-phonograph 
combinations from $49.95 to $114.50. 2 port- 
ables beginning at $18.50 including batteries. 
3 auto radios beginning at $14.99—8 long- 
life battery sets. 





Prices slightly higher in South and West 


THE CROSLEY CORPORATION 


POWEL CROSLEY, Jr.. President CINCINNATI 
WLW—Home of “the Nation's Station”—70 on your dial. 





See the Crosley Building at the New York World's Fair 
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Norge 


mecentration, coordination and 
wthening of Norge executive mer- 
wyndising authority to meet expanding 
ne conditions .in all lines, is an 
! by Norge Division, Borg- 
Vart Corporation. 
the provisions of the new Norge 
ndising Program, M. G. O’Harra, 
sident in charge of sales of all 
Norge household appliances, is given new 
weightier responsibilities 


\¢ 


M. G. O'HARRA 


In his new position, Mr. O’Harra w 
the entire sales activities of Norge 

vision He has been associated with 

rge since 1930 when he came from 
United States Rubber Company, 


ere he had been general sales manager 

he G & J Tire Company Division 
was instrumental in the 
of the Norge Corporation of New 

rk as a factory branch and directed 

the sales activities of Norge in the East 
n part of the country until 1935, when 
was brought to Detroit and 


establish 


made 
e-president and general sales manager 
the Detroit Vapor Stove Division, 
rg-Warner Corporation. In this 
ipacity, he also served as sales manager 
f the Norge Range Division. 
Working directly under Mr. O’Harra 
vill be James A. Sterling, who becomes 
neral merchandise manager and is 
arged with the responsibility of direct 
g merchandising plans for all Norge 
ducts, thus centralizing sales, adver- 
tising and sales promotion direction. Mr 
Sterling has directed Norge advertising 
nd promotion for the past nine 


1 sales 


years, 





JAMES A. STERLING 


Mr. O’Harra has also _ promoted 
rles E. Smith and J. M. Tenney 
Mr. Smith as Range Division manager, 
supervise sales activity on all range 
Mr. Tenney, who was formerly 
\orge Western sales manager, becomes 


assistant sales manager in charge of all 


business development activities 


Warren Norge 


nusual Norge sales activities in the 
York area have made imperative 
transfer of E. L. Frohlich, formerly 


n sales manager, Norge Division, 
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Hew Positions of the Mouth ! 





sorg-Warner Corporation, to an 


execu 

tive sales position with the New York 
Norge distributor. 

The constantly increasing sales pace 

caused by the signing of several very 


large government orders, plus a general 
increase of business and business activity 
have caused Charles B. Warren, Presi 
dent of the Warren-Norge Corporation, 
to request the services of Mr. Frohlich 
from the factory. 


Barlow & Seelig 


R. I. Petrie, president and general 
manager of the Barlow & Seelig Mig. 
Co., Ripon, Wisconsin, manufacturers of 
Speed Queen 
nounces the 


washers and ironers, an 
appointment of Leon W 
Ryder as general sales manager, succeed 
ing V. F. Hannon, who recently resigned 
Mr. Ryder’s promotion to this position 
comes after eleven years with the Speed 
(Jueen organization 





LEON W. RYDER 


Mr. Ryder has been divisional sales 
manager of the Indiana-Kentucky-Ten 
division, and during the major 
portion of his years with the company he 
has been top ranking man in Speed Queen 
sales. He has been credited with being 
the man who has personally sold more 
washing machines than any other in 
dividual in the industry 


nessee 


Kelvinator 


Appointment of Frank R. Pierce, for- 
mer manager of the Household Sales 
Division of General Motors Frigidaire, 
as general sales manager of the Kelvina 
tor Division of Nash-Kelvinator Cor- 
poration at Detroit, was announced re- 
cently by George W. Mason, president 
of Nash-Kelvinator. Mr. Pierce suc 
ceeds Henry W. Burritt, who resigned 
to become president of Eureka Vacuum 


Cleaner Company of Detroit. 





FRANK R. PIERCE 


1939 





been connected with the 
electric appliance industry sin 1920, 
when he joined the Frigidaire distrib- 
uting organization in Philadelphia. He 
worked as a retail salesman, progressed 
to sales supervisor and then to sales 
manager of the Philadelphia organiza- 
tion, and in 1932 was called to Frigidaire 
headquarters at Dayton, where three 
years later he became one of the young 
est major sales executives in the industry 
when he was made manager of the entire 
Household Sales Division of Frigidaire, 
a position he resigned to accept the 
Kelvinator sales directorship. 


Pierce has 





Edmund B. Barnes, for the last three 
years a member of the Kelvinator adver 
tising staff, has been promoted to an 
important district sales managership, ac 
cording to an announcement by Frank R 
Pierce, general sales manager of the Kel 
vinator Division of Nash-Kelvinator 
Corporation. 





EDMUND B. BARNES 


Effective immediately, Barnes will be 
gin serving as district sales manager in 
the area embracing such large cities as 
Cleveland, Pittsburgh, Cincinnati, Colum 
bus and Louisville, which is a part of 
the company’s East-Central Region, man 
aged by Martin S. Bandoli. Barnes will 
make Detroit his headquarters city, it 
was announced. 


Easy Washing Machine 


Appointment of J. J. 
sales manager of the Easy Washing 
Machine Corporation has been an- 
nounced by J. C. Nelson, president of the 
Easy Company. 

Mr. Nance is widely known in appli- 
ance merchandising circles, having 
earned recognition as one of the coun- 
try’s outstanding sales executives as a 
result of his work with the Frigidaire 
Division of General Motors for the past 


Nance as general 





JAMES J. NANCE 






trom his 
vice-president and 


12 years. He comes to Easy 
most recent post as 
general sales manager of the Delco 
Frigidaire Conditioning Division — and 
prior to that time had spent 9 years in 
various sales and advertising cap: 
in the electrical refrigeration 
being associated with the Frigidaire 
Corporation throughout the period of its 
growth to a dominating position in the 
refrigerator field His e: 
training was secured 
Cash 


business, 





ly business 
National 


with the 


Register Company 
Stewart-Warner 
Charles R. D’Olive has been appointed 


as manager of the Stewart-Warner 
household appliance division, it was an 


nounced today by F. A. Hiter, vice 
president and general sales manager for 
the Stewart-Warner Corporation. The 
resignation of J. F. Ditzell, effective 


August 15, as appliance sales manager, 


was also announced at this time 





CHARLES R. D'OLIVE 


In his new position Mr. D’Olive will 
supervise all phases of Stewart-Warner 
household appliances, including sales, 
merchandising, and engineering. Form 
‘rly connected with the Stewart-Warner 
Corporation, from. 1933 to 1937, as man- 
ager of the refrigerator division, he 
returns from the Crosley Corporation, 
where he has been vice president in 
charge of the refrigerator division 


Shick Dry Shaver 


Schick Dry Shaver, Inc., Stamford, 
Connecticut, announces the appointment 
of Roy W. Johnson as _ advertising 





ROY W. JOHNSON 


manager. Mr. Johnson has been adver 
tising manager of the Household Appli 
Division of the General Electric 
Company for the past two years and 
has served in other advertising and sales 
capacities with that company tor a 
period of almost ten years. Prior to that 
time he was with the Campbell-Ewald 
Company in Detroit 


ances 


Commonwealth Utilities 


Announcement has been made ot the 
appointment of Harry Wolff Jr., to the 
sales staff of Commonwealth Utilities 
Chicago. He replaces J. E. Fri 
and will cover the north and northwest 
side territories of Chicag 








HITCH YOUR WAGON 
TO THESE STARS! 


a7 piri Here’s the hottest news in the 
¢ pROFIT DIsF! electric clock business—a_spark- 

ling new line of General Electric 
Clocks that are built right, styled 
right, and priced right—a barrage 
of national magazine advertising 
that will present these new models 
to the readers of Saturday Eve- 
ning Post, Colliers, American Home 
and Good Housekeeping—and a 
brilliant new island display for 
counter and window use that bids 
fair to be the smash hit of the 
industry! 

Hitch your wagon to these stars 
and enhance your clock profit 
opportunities! General Electric 
Clocks are America’s fastest- 
selling line of electric clocks and 
the new models, just a few of 
which are illustrated here, give 
promise of continuing to outshine 
the field in customer popularity! 





“SLAND O 





she smartest-looking clock _——~ Place your order, today. There’s 
‘ A € n 
vl, ng bo Eo way a wholesaler near you who stocks 





» Presdwood 


G-E Clocks. If you do not know 


an Richly col his name, write us. 

ore¢ maroon, gold and old ivory 

Fe yrotect base ral displ 

oe poeaseins Dies. 2 Cee Sy GENERAL ELECTRIC COMPANY 

sure your G-E Clock Wholesaler re- APPLIANCE AND MERCHANDISE DEPT. 


Write or phone 


BRIDGEPORT, CONNECTICUT 





fh 
Modern in design, and rich in character, 
here is a green facsimile onyx occasion- 
al clock that will grace any setting. 
The two-toned dial is ivory and gold in 
color. Cat. No. 3H-96. List, $7.95 


Distinctly modern in line and form, 
here is a stunning upright clock. Fin- 
ished in dark brown walnut with bril- 
liantly grained side panels of zebra 
wood. Ivory and gold-colored dial. Black 
numerals. Cat. No. 4H-80. List, $9.95 





A colorful occas 
the rich beauty of wine colored, Moroc- 
-Z u leather and ebony 
Also available in blue 


A nautical.desk clock that will be ad- 
mired by sailor and land-lubber, alike 
Mahogany-finished case. Brass spokes 
eather with mahogany trimmings. and numeral plate. Etched numerals 
White and cream dial. Brown numerals. filled with blue enamel. Ivory dial 
Cat. No. 4H-82. List, $9.95 Cat. No. 4H-86. List, $9.95 





NATIONAL 
MAGAZINE 








An artf y ed alarm clock in a 
et x t blu rose-colored mirror 
gla Also available without alarm 
Tan and ivory dia Brown numerals 
List: Alarr Ashby, 7H-102), $6.95; 
Silent (Conway, 3H-94), $5.95 
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Westinghouse 


C. H. Guy, for the past three years 
merchandising manager of the Westing- 
house Electric & Manufacturing Com- 
pany in the south central district with 
headquarters in Birmingham, has been 
transferred to Chicago, Ill, to succeed 
C. A. Dostal as merchandising manager 
of the northwestern district, it is an- 
nounced by F. R. Kohnstamm, Westing- 
house Merchandise Division Sales Man- 
ager. Mr. Dostal was recently appointed 
manager of sales for the Pacific cvast 
district. 





Cc. A. DOSTAL 


Mr. Kohnstamm also announces that 
the southeastern and south central dis- 
tricts of the company will be consoli- 
dated under the management of S. M. 
Davison, with headquarters in Atlanta, 
Ga. 


Link-Belt Stoker 


The appointment of L. M. Bang as 
district sales manager in the central- 
western stoker division, is announced by 
]. E. Martin, manager, Stoker Division, 
Link-Belt Company, Chicago. 

Mr. Bang was formerly with Whiting 
Corporation, and has been identified with 
the stoker industry for a number of 
years. 


Horton 


A. E. 


A. Askerberg, general manager of 
Horton i 


Manufacturing Company, mak- 
washers and ironing machines, 
announces the promotion of Joseph Gros- 
hans to the position of Western sales 
manager. Mr. Groshans will have his 
headquarters in Chicago and will super- 
vise the territory from the Mississippi 
River westward to Denver and from 
Texas to Minnesota. 





JOSEPH GROSHANS 


Mr. Groshans was formerly a district 
manager covering Northern Illinois and 
Southern Wisconsin. 


Commonwealth Edison 


New appointments to the merchandise 
sales department of the Commonwealth 
Edison Company have been announced by 
William T. Reace, manager, merchandise 
sales: 


SEPTEMBER, 





George K. Severn, assistant to map. 
ager, in charge of merchandise sel ction 
and control of home laundry equi; ment 
radio and refrigeration. 

Gordon J. Drury, assistant to manager 
in control of small appliances, lamps anq 
shades, health appliances. 

E. K. Christian, manager, main Fle 
tric Shop, in charge of sales. 

Oscar J. Scodock, manager and super 
visor, main Electric Shop. 


James & Company 


Succeeding the late L. D. J 
founder of James & Company, St. | 
distributors of General Electric hom: 
pliances, Robert L.. Hughes has 
elected president. Fred T. Hughes has 
been made vice president; Wm. Schaett 
ler, treasurer, and A. E. Bruce, secretary 

Mr. James died June 7 following a 
injury received when he fell while taking 
a shower bath about six months ago. He 
was 42 years old and is survived by 
wife, a son and daughter. He was 
graduate of Notre Dame University ar 
headed an automobile finance company ir 
Kansas City before founding his firm i: 
St. Louis in 1928. 


Blackstone 


The Blackstone Mfg. Co., Inc. of 
Jamestown. N. Y., recently announced 
the appointment of Harry H. Newmar 
as factory representative for the Michi- 
gan territory. Three years with the 
Crowley-Milner Department Store a: 
ten years with a contemporary washing 
machine manufacturer, as Michigan dis 
trict manager, gives him a wide acquaint 
anceship in appliance circles in that area 








HARRY H. NEWMAN 


Mr. Newman’s headquarters will be at 
3782 Tyler St., Detroit, Michigan. 


General Electric 


Manley E. Lord, since 1935 « 
srdinator of all refrigerator manufacture 
for the General Electric Company, has 
been named assistant to W. R. Burrows 
vice president in charge of manufactu 
ing. Mr. Lord’s new duties will be 


the field of cost reduction and his opera- 
tions will extend throughout all manu- 


facturing departments of the Company 
At the same time the appointment 

Joseph F. Eckel to succeed Mr. Li 

was also announced. He has been asso 
ated with Mr. Lord since 1935. 


Associated Engineers 


Earl L. Hadley, advertising manag 
of the Refrigeration Division of Phil 


Radio and Television Corp., Indianapolis, 


has joined Associated Engineers, In 
Fort Wayne, Ind. as 
The Philco Refrigeration Division w 


acquired last year from the Fairbank:- 


Morse Company and Mr. Hadley was 
a similar capacity with that company 
that time. i 
tion and advertising counsel in his ne 
connection. 
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vice-president. 


He will act as sales promo- 
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\ juilt-in electric range, with surface 
and oven separate so that they 
installed in different places in 
e kitchen is now offered by the 
Woolwine Company of Los Angeles 
referred method is to install the 
at a convenient spot at a level 
does away with stooping or lift 
he electric 


d if desired 


nay Ve 


timer clock may be 


* * * 


Los Angeles Bureau of Power 

ght’s offer of a $40 wiring allow 

in return for trade-in of the 

range was used effectively by 

Barker Bros. in recent electric range 
idvertising 


* * * 


York Cool-Wave air conditioners 

ive been receiving Los Angeles at 
ion with a list of nine dealers join 
in the cooperative advertising 


* * * 


riday, September 15 is opening day 
the Los Angeles County Fair at 
nona, Calif Fifty exhibit build 
ngs will house exhibits representative 
all phases of southern California 
activities, among them an impressive 
splay by the electrical industry. Last 
attendance record reached a 
total of 637,678 for the two weeks the 
fair was open; this year's 
been set at a million visitors 


year's 
goal has 


*_ * * 


Electrical dealers and the Southern 
California Edison Company are offer- 
ing an August special of a Westing- 
house roaster with utensils and 
table at $3 down, with 
payments. 


steel 
monthly 


- * * 


Refrigeration for August, radio and 
laundry equipment for September is 
m the schedule for promotion by the 
Bureau of Radio and Electrical Appli- 
ances of San Diego County, California. 


* . * 


Home demonstration to do the fam 
ily wash with the new Bendix and a 
‘$25 for your old cleaner” offer on a 
ombination of GE standard and jun- 
ior cleaner models have been used by 
Breuner’s of Sacramento as July 
August inducements to buy 


* * * 


\ warehouse sale, with reductions 
figured as high as $25 and with 75¢ 
weekly terms was a July event at 
Kramer’s of Fresno, California. This 
store recently gave a showing of a 
television radio set, which they adver- 
tised as the first in central California. 


* * * 


Electric ranges for August, reflector 
lamps for September were on_ the 
program announced by the San Joa- 
quin division of the Pacific Gas & 
Electric Company. A special electric 
kitchen is used by the company for 


display at local fairs which occur 
mostly during the late summer and 
early fall in the San Joaquin Valley 


- * * 


Kelvinator refrigerators at “20¢ per 
lay”, or $5.95 per month with a “lib- 
eral allowance” for the old refrigerator 
vere an August special at the Powers 
Furniture Company of Portland, Ore. 


* * a 


General outlook in Pacific Power 

and Light Company’s territory was re 
vorted as good during the early sum 
ner in the survey made by the 
ompany’s local managers Despite 
ow prices on certain farm products, 
etail business has shown a _ steady 
mprovement in most sections and 
ales have been definitely above the 
ime period for last year 


ELECTRICAL MERCHANDISING—SEPTEMBER, 


Honolulu Has Cooking Schools, Too. 


Ajouoluln Star ViulletingRe Se 


APPR trac ths 
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Miss llah Manchester of Hotpoint and Mrs. Miriam Jackson Emery of the 
Hawaiian Electric Company are seen in action above at the annual cooking 
school conducted jointly by the utility and the Honolulu Star-Bulletin. 
are some of the prize-winners and the prizes. 


Below 


Western 


NEWS FLASHES 


The Star Furniture Company of 
Portland announces a credit plan which 
involves protection for the customer 
in case of unemployment or sickness. 
Losses by fire or theft are replaced 
at no additional cost to the customer 
This form of credit insurance is in use 
by a number of Pacific Coast firms 
who report that it has greatly stimu 
lated business 


* * * 


One of the few firms advertising 
small appliances as a summer feature 
was Meier & Frank’s of Portland, Ore 
Other July and August features of this 
store include the GE oil and electric 
“warm air conditioner”, the new Ben- 
dix on which a free trial offer is made, 
as well as the usual home demonstra 
tion, refrigerators, ranges, washers and 
radio The week-long Kitchen Klin 
featured by the store in July brought 
crowds of visitors, both to the demon 
strations and cooking classes, and to 
the afternoon personal consultations 


* * * 


“Your home wiring is inadequate, 
if—' says Puget Sound Power & Light 
Company advertising,’—if various ap- 
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pliances must be disconnected to plug 
in others; if lights dim perceptibly 
when appliances are operating; if fuses 
must frequently be replaced or circuit- 
breakers reset; if switches are scarce 
and not placed properly for convenient 
control of lights throughout the house; 
if heating appliances, such as irons and 
toasters, come up to temperature 


slowly.” They advise providing ade 
quate facilities when building” or 
remodeling 

ne @ 


Both Puget Sound Power & Light 
Compat.y and the Seattle City Light 
Department have announced rate re 
ductions which will affect domestic 
consumption The Puget Sound new 
schedule starts at 44%¢ for the first 40 
kw.-hr. for residential rates and drops 
in rural areas for the second block of 
100 kw.-hr. to 2%¢ per kw.-hr. Re 
ductions will total $700,000 in yearly 


income The City Light matches the 
reduction with 4%¢ for the first 40 
kw.-hr. and then drops to 2¢ for 180 
kw.-hr. Both reductions are expected 


to affect the sale of electric appliances 
by offering a_ selling argument of 
lower operating cost 


With the first of August Seattle City 
Light advertising announced two spe- 
cials, one involving a $20 reduction on 
all models of automatic storage tank 
electric water heaters and a reduction 
if wiring charges in the home for elec 
tric ranges to a flat price of $15. Cook 
ing, refrigeration and water heating are 


\ugust features with the Department 


* * * 
\ full-page ad by 
of Seattle, Wash., 


pany’s copyrighted 
payment, 


Prottas & Levitt 

features the com 
“4-way plan” of 
with a chart on which the 
customer can work out his own terms 
depending on the amount of the pur 
chase and the length of time he takes 
to pay. The plan involves an increas 
ingly large down payment the longer 
the period selected over which monthly 
installments are to extend 


. & * 


A special water heating rate has 
been adopted by the Washington 
Water Power Company which permits 
the customer who owns an electric 
water heater and whose electric bill 
reaches a figure of $4.70 (to $5.21) per 
month, to enjoy 450 to 700 kw.-hr. of 
electricity per month at a rate of 7 
mills per kw.-hr. The size of the block 
of power at this rate is determined by 
the size of the heater he owns. As 
the amount is fixed in excess of what 
most water heaters use, the house- 
holder will thus have the use of other 
appliances at this low rate, a feature 
which should stimulate appliance sales 
in this region ‘Average cost resi- 
dential service national average” 
advertises the company. 


* * * 


Eight new girls started training in 
June for the Home Service depart- 
ment of the Washington Water Power 
Company. At the same time one of 
the department’s regular girls, Elina- 
nora Ivanoff, was added to the staff 
of the general sales department, as 
assistant to K. I. Jack in advertising 
and sales promotion. 


* * * 


$30 for old ranges, $40 for old re- 
frigerators, or $75 for both range and 
refrigerator traded in on the corre 
sponding Norge appliances was adver- 
tised late in July by the Brown- 
Johnston Company of Spokane, Wash. 


* ” * 


The B.C. Electric’s booths at the 
Vancouver Fair this year will reflect 
the influence of the San Francisco 
Exposition. The agricultural exhibit 
will again be a special feature of the 
event, with a complete exhibit of irriga- 
tion equipment. Then there will be a 
house wiring booth, sponsored by the 
Electrical Service League, and a main 
Company booth in the Manufacturer's 
Building which will be impressive with 
talking appliances, indirect colored 
lighting and uniformed attendants 


* * ~ 


Sales of electric cooking appliances 
in the Fraser Valley region served by 
the B.C. Electric Company this year 
are reported to be double what they 
were a year ago 

* ok * 


‘he Idaho Power Company’s “Great- 
est Show on Earth” water heater and 
range campaign ended on July 8, with 
a record of 249 electric water heaters, 
121 units ahead of quota (dealers sell- 
ing 27 per cent) and 381 electric 
ranges, 61 ahead of quota, of which 
sold 66 per cent Underway 


dealers 
now are a “pin money campaign” on 


commercial lighting and an “Eight 
Ball Campaign” on ranges, water 
heaters and_ refrigerators This in- 
volves an attractive budget plan, 
emphasis on the low electric service 


rate, direct mail and local advertising, 
and special commissions to salesmen 
for company and dealer sales and pros 


pects. Dealers are cooperating to 
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‘waManufacturers have eliminated 
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‘The Corditis-bitten 
Old-Fashioned Cord 


Sell Safety, too — During 
National Washer & lroner Week 


You will sell many good washers and ironers during 
this next month. But some will be dangerous nuisances to 
of 


adjustments to you. All because some manufacturers over- 


your customers — sources trouble and costly service 
look the all-important connecting link to the power outlet 
—and try to make you put up with old-fashioned cords. 
For safety’s sake, why not remind them about this weak 
link? Specify Belden Corditis-free cords on all the washers 
—ironers—and other equipment you sell. 


Belden Manufacturing Co., 4663 W. Van Buren St., Chicago 


*CORDITIS—a dangerous disease of electrical cords; the symptoms are 
frayed wire and broken plugs. It causes severe mental irritation and 
violent nervous disorders among electrical appliance users. 


& 
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Appliance Cord 
Sets approved by 
Good Housekeeping 
Institute, listed as 
standard by Under- 
writers’ Laborato- 
ries, Inc., and certi- 
fied by Electrical 





NATIONALLY 


Testing Laboratories. 


belden 


CORDITIS- FREE 


ELECTRICAL CORDS 
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reach a quota of 600 electric ranges, 
360 electric water heaters and 1,000 
electric refrigerators in the eight weeks 
of the campaign. September will be 
devoted to I.E.S. lamps and lamp 
globes and displays at various local 
district fairs 


- & 


The summer cookery campaign spon- 
sored by the Montana Power Company, 
featuring Eureka portable ranges, elec- 
tric roasters and twin hotplates was 
scheduled to close on August 19. Start- 
ing slowly in a cool June, the event 
really got under way in July and 
brought out some effective power com- 
pany and dealer advertising. Sales floor 
demonstrations were used generously 
in dealer stores. 


*_ * * 


Sale of electric refrigerators by Mon- 
tana dealers for the three months end- 
ing in June, 1939 amounted to 2.461 
units, compared with 2,071  refriger- 
ators sold during the equivalent period 


last year, an increase of 390. Montana 
power company sales for the same 
period were 199, down 49 units from 
1938 Dealer sales of electric ranges 


for the same period were 248, compared 
to 242 during the same _ three 
months of 1938. Power company sales- 
men sold 195 ranges during the period, 
as against 148 units last year, up 47. 


sold 


*_ * * 


Carl Clausen of the Clausen-Martin 
Refrigeration Company in Missoula is 
winner of in the national 
Kelvinator refrigeration 

Clausen has now 
s brother in the business. He 


fourth place 
commercial 
ontest. H. B 
ned hi 


Saies ¢ 


has been active in Portland, Ore., in the 
igeration and air conditioning busi- 
*> *¢ « 


In addition to the appliance center 
Auerbach’s of Salt 


announced an [ron- 
the 


in the hasement, 
Lake City recently 
netr: 


rte demonstrat 


store's 


ion on new 
niodernized third floor. 
a 7 * 

6] 5 Aas , os : , 

rinai clearance Of all washers and 

mers was advertised by the South 

east Furniture Company of Salt Lake 
City at the end of July. 
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The secret of how L. L. Kelsey, sales the } 
manager of Stewart-Warner's radio di Power As 
vision, addresses sales meetings all over resident 
the country simultaneously is hereby re- Washing! 
vealed. Radio transcriptions of his mes. ” a 
sage are recorded on this receiver and 4 ? 
sent out over the air to 75 different Pr 
cities. 
July and August dealer cooperatir 
advertising of the Utah Power an 


Light Company covered such subjects 


as an I.E.S. lamp, water heating, a1 
electric roaster and stand for $20.95 
and the all-electric kitchen. 


*> ¢+ *& 


The Electrical Development League 
of Utah’s annual outing was held this 
year on August 16 at Lagoon, Utal 
All electric firms in Salt Lake declare 
a half-holiday, closing their doors at 
noon 

om o . 


Treat yourself to a 
day by installing electric servants ir 
the home, suggests the Public Service 
Company of Colorado in Denver ad 


vacation ever 





C. S. Tay Parades Crosley Cars 





A parade through the streets of Evanston, Ill., launched the preview of the 


Crosley car in that city. 
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The occasion was the appointment of the Northwestern \. J 


Co-op as a full line Crosley dealer. Paul Cummins heads this organization. ith 
Others who rode or drove in the parade were C. S. Tay, manager of the . ‘ 
Crosley Distributing Corp., Chicago; Paul Cummins, of the Northwestern Co-op., uat 
Evanston, Crosley dealer; Kenneth L. (Tug) Wilson, athletic director of the ern 
Northwestern University; Raymond A. Carey, president of the Evanston Cham- spe 
ber of Commerce; Fred Hertwig, vice president of the Chamber of Commerce. ie 


SEPTEMBER, 
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rtising. This company is one of the | 
iew which has really been doing some 

som ting -of small appliances, includ- 

ing roasters, waffle irons, heating pads 
and electric irons in a July sale. 

Yacuum cleaners have also had some 

ittention. 

















* * 





* 


A new residence subdivision in Reno, 
Nevada, Manor Gardens advertises 
guaranteed homes” for sale, one em- 
hasized feature beimg that every house 
s air conditioned. H. E. Saviers did 
the air conditioning job. Another Reno 
uilder is advertising “Economy 
Homes” designed and built by Robert 





nclude electric refrigeration, 
range and electric water heater. A 
recent advertisement by the Howell 
Electric, Inc. endorsed this movement 






* * * 


C. Patrick Johnson, general sales 
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f the Northwest Electric 


Watt which sell for about $3,500 and | 
electric | 


manager of the Puget Sound Power & | 
Light Company is chairman this year | 
f the Business Development Section | 
Light & | 


dio di Power Association. J. E. E. Royer, vice 
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When S. W. Ackley, 
Ackley's Refrigeration Co., 
Ala., shown in accompanying picture, 
wanted sign in front of his store expres- 


proprietor of 
Homewood, 





sive of his business, he had the one 
shown designed. It is rather expressive 
of the type of merchandise which the 
electric appliance represents. 


Under President W. W. Glosser of 
the Pacific Coast Electrical Associa- 
tion, committee appointments include 
that of F. C. Todt of the General 
Electric Supply Corporation of Los 
(Angeles as chairman of the Business 
Development Section, E. G. Stahl of 
the San Joaquin division of the 
P. G. & E. as vice chairman. 


+ ™« ” 


Rocky Mountain Electrical League's 
annual convention at Estes Park, Colo 
on September 7-9 is to take as its 
theme the commemoration of the inven- 


é on of the incandescent lamp by Thos. 
n \. Edison sixty years ago. Coupled 
.. ith the anniversary celebration is to 
‘ e a salute to the electrical pioneers 
{ the Rocky Mountain region. Ade- 
uate wiring, better light, kitchen mo 


ernization and merchandising in all its 
spects are to be considered during 
ie program. 
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THE NEW Qrmatrong MASTER IRONER - and a Brand 


RETAIL 


New Plan that will SCOOP THE BUSINESS FOR YOU 


Now, finally, the ironer is here for the big mass market, for the average home in 


your community. 


It’s a stand-out ironer with compelling new sales features — 


built to the exacting specifications of today’s American home, in design, in size. 
in weight, in operating features—and in price! 


But that’s only half of it! The whole Armstrong sales set-up is loaded with 


ACTION SELLING! 


Armstrong PORTA-LECTRIC 
—lIdeal Companion for the Master lIroner! 


To round out your ironer picture, you need 


the Armstrong PORTA-LECTRIC, the original 
portable ironer—and the lowest priced. Weighs 
only 26 pounds, 
cool, comfortable, 
simple to operate. 


easily carried anywhere for 
sit-down ironing. Compact, 
Stored in small space. Ideal 
for home or apart- 
ment. Put it in your 
window with new 
Armstrong Self-Dem- 
onstrating Display and 
get real SALES 
ACTION! Excellent 
for combination wash- 
er-ironer deals. 
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Here’s an ironer that sells itself in a sensational new way 





works day and night stirring up business with 
a continuous self-demonstrating ACTION DIS- 
PLAY. And Armstrong Ironers are backed by 
powerful national advertising—26 million mes- 
sages, in 7 leading magazines, starting next 
month! 

Swing into ACTION SELLING with Armstrong. 
Be ready for fast ironer sales during National 
Washer and Ironer Week. Mail the coupon for 
full information on Armstrong Ironers, big sell- 
ing plan, and opportunity for promotional deals 
that will help you scoop the business! 


MAIL THIS IMPORTANT COUPON! 
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U-S:S Marks the Spot 
Where Many a Sale 
is Clinched 











gira appliance salesmen tell us that buyers are 
today more inquisitive than ever before. Not a de- 
tail of finish, arrangement, or construction escapes their 
vigilant attention. That’s why the product with U-S-S 
VirRENAMEL Seal enjoys such a distinct advantage on the 
sales floor. 

When the customer raises the inevitable question of 
construction, all you have to do is point to the U-S-S 
VirRENAMEL Seal. [hat seal means that only tough, strong 
steel, specially made for enameling, has been used as the 
base for the surface. It tells the buyer that the steel, which 
she can’t see, is just as perfect as the features she can see. 

Steel gives your enameled products their form, their 
strength, their usefulness. How long and how well they 
serve depends directly on the steel. U-S-S Virrename is 
the finest steel that money can buy. 

Be sure to use this fact and point out the familiar 
green-and-gold seal, whenever you are selling a washing 
machine, range, refrigerator, table top, or any other por- 
celain enameled product made of this quality base metal. 





VITRENAMEL 


CARNEGIE-ILLINOIS STEEL 


Dh e nam ol 


This seal guarantees quality under 
the surface . indicates through- 
and-through craftsmanship. Buyers 
are now being told in America’s 
most widely read magazines of the 
importance of this special steel 
which was specially developed for 
enameling by the 89 research lab- 
oratories and 1700 technical experts 
of the United States Steel Corpora- 


tion Subsidiaries 


SHEETS 


CORPORATION 


Look for thi ” 
s steel produc It 
represents the highest +; » "he 
prccante the Sages Pittsburgh and Chicago 
sllureical service 
olumbia Steel Company, San Francisco, Pacific Coast Distributors United States Steel Products Company 


UNITED STATES STEEL 
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New York, Export Distributors 


























Second meeting of managers of ele 
trical leagues and promotional groyy 

- . Ls 
of the Pacific Coast region was held; 
San Francisco on August 17, just prj 
to a meeting of the national IES ay 
Regional Inspector conventions and th 
scheduled wiring conference sponsore 


by the National Adequate Wiring By 


g 
reau. On the program of the meetiy 
were a discussion of League problem 
details of handling promotions and cam 
paigns and general exchange of ideg 
and experiences 


- * + 


Harold A. Olson, who for two year 
has been manager of the North-Pz 
Division of the GE Lamp Departmen 
Portland, has moved to New Yor 
where he becomes assistant manager , 
the Atlantic Division, while L. B. Wij 
son, former assistant manager of th 
South Pacific Division at Los Angele 
takes over the managership at Portland 
He is succeeded in Los Angeles by 
W. H. Robinson, Jr 


- - - 


The Bersano Appliance Company ha; 
recently made its debut in San Jose 
Calif., where Felix Bersano plans t 
offer G. E. appliances, particularly t 
the Portuguese and Italian customers of 
that area. Mr. Bersano is well know 
in the San Francisco Bav region where 
he has for the past two years been oper 
ating a GE store in Oakland and adver 
tising consistently over an Italian radi 
program 


* * * 


New sales promotion manager for the 
Pacific Coast district of the Westing- 
house Electric Mfg. Company is H. § 
Schuler, formerly division manager oj 
the advertising department at Eas 
Pittsburgh 


* foal * 


The Bureau of Electricity of Ala- 
meda, Calif., has announced its wit 
drawal from the direct merchandising 
of all electric appliances. Since July | 
1939, the Alameda Electrical Dealers 
Association has undertaken the prom 
tion of the major appliances, electr 
ranges and water heaters, as well a: 
other electrical equipment, with the c 
operation of the Bureau. Promotiona 
work on the part of the city has taker 
the form of free wiring for electri 
ranges and water heaters and a contr! 
bution of 50 per cent toward dealers ad 
vertising costs on ranges and water 
heaters 


* * bal 


\ midsummer sales campaign 
electric ranges, water heaters and re 
frigerators is on in the territory of th 
Mountain States Power Company 
Oregon, Idaho, Montana, and Wy 
ming. Electric ranges are being featur« 
during September and October an 
then during the latter part of tl! 
month there will start the fall lighting 
campaign which will carry over int 
November. Radio is to be the centra 
theme, starting November 15, followe 
by the usual general Christmas prom 
tion. During range campaigns a tie-u 
with jobbers and manufacturers permits 
the featuring of a special model rang¢ 
offered to dealers, around which is cen 


tered all advertising. Mountain states 
home service girls conduct small invita- 
tional cooking schools for dealers dur- 
ing these events. H. A. Farris, sales 
manager of the company, reports that 


thus far this vear there has been a sub 
stantial. increase in the sales of electri 
refrigerators as against 1938 and the 
range business remains about on the 
same level as last year, with an increase 
in some sections. 


* * * 

Here’s a candidate for the selli 
Hall of Fame. Kenneth F. DeLate 
sales staff of the Idaho Power Con 


and thereby won one of the five R 


having between 25,000 and 50,000 cu 
tomers 
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pany sold 157 electric ranges last yveat 


Marshall awards for utility companics 
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A SALES 


HE NORGE line of electric ranges has 
been engineered, each year, to new high 
well § standards of efficiency ...each year it has 
set mew standards in styling. . 
. each year this constant “step-up” 
contr: Fhas been reflected in increasing sales volume 


and profit for Norge dealers. 


The over-all beauty of the Norge line gains 
ign the instant approval of the prospect and the 


. in over-all 


of the # Sales clincher is this list of performance and 


Tt hi 
ighting * 














Wvyo.f Convenience features: 


Six-position, 5 cooking-heat 
switch (standard) 


Chromalox inclosed units 
(standard) 


Extra-Heavy oven insulation 
(standard) 


1500-watt well cooker (optional) 
Heavy acid-resisting refrigera- 
tion porcelain finish (standard) 


Oversize tank-type porcelain 
oven lining (standard) 


+ + + +e F 


ELECTRICAL MERCHANDISING—SEPTEMBER, 





Two super-powered oven units 
for fast preheating (standard) 


Separate Broiler Well (standard) 


Smokeless broiler grid (de luxe 
models) 


Practical plate and food warming 
compartment (de luxe models) 


Automatic timer selector switch 
(deluxe models) 


Abundance of utensil 
space (standard) 


storage 


NORGE DIVISION—Borg-Warner Corporation, Detroit, Michigan 


1939 


POWER RANGES 


FLOOR STOCKED WITH 


ELECTRO-SPEED 
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A representative line of Norge electric ranges 
properly displayed on your sales floor will go a 
long way toward rounding out your profit pic- 
ture this fall and winter. 


Clip this coupon and MAIL NOW! 
NAME 
STREET 


CITY STATI ——. 
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Yew IN IDEA .. 


HANDSOME HEARTH-TYPE 


==“ EVERHOT 
Electric Ray-Vector 
ROOM HEATER 


@ Here it is at last...an efficient electric room 
heater with De Luxe styling for volume sales. 

Designed like no other heater, the Everhot 
chrome-crescent reflector has 40 reflecting surfaces 
scientifically arranged to concentrate radiant and re- 
flected heat in the desired area. 

Portable, compact and pleasing to the eye, Ever- 
hot is creating thousands of new first-heater cus- 
tomers. 





vatts 6-ff. ap- 
»ved cord 
TWICE THE 


DIRECTED HEAT 


Where it's wanted 
When it's wanted 











© Tilted chrome 





It offers the additional alluring sales attraction 
\ of an exclusive Everhot damper permitting instant 
. > change from directed radiant heat to circulated dif- 
fused heat. 

The hearth-type Everhot Ray-Vector 
heater is a really “hot” number for big sales and 
profits... with every essential of sales appeal... 
san pene style, efficiency, novelty. Write today for dealer 





new 


Meates Geet and proposition, giving name of your Everhot jobber. 
ected ea 


E€VERHOT 


AIR-FLOW ELECTRIC 
ROOM HEATER 











® Cone of radiant 


and convection 
ys cover wide area forward. 


downward, upward 





The himney principle” of radiant circulation has sold thousands of 
these attractive portable Air Flow heaters. Scientifically designed re- 
flector and element heats entire room.Combination carrying-handle and 
rying-bar. Element guaranteed for 5 years. Choice of Havana brown 
r harvest cream < rs. Height 24°. Width 12°. Depth 644". Cord at- 
tached. AC or DC operation. Volts 110. Watts 1100, 

coger Shipping weight 12 lbs 






, SELL TIMED HEAT 


indising ace 





’ iditional attraction 
t ater customers that 
t ts the unit of sale. Ever 
t r ks, Standardor 
DeLuxe, turn heater on and 
Eve t St i t tany time Eve 
ard T er t nute t Cc 
M OO.SF ‘ H ter M 
, 1 wt ' ‘ k 
w e 1 plug M 
Rating: 1 t r get nual : 
r t tr r trol t relectr 
¢ tt AC 1 , without 
( rdUnder lig F resett F 
pprove r Write or wire . 


THE SWARTZBAUGH MFG. COMPANY 
ESTABLISHED 1884 + TOLEDO, OHIO, U. S. A. 





DREYFUSS DESIGNS 
NEW APEX WASHERS 


CLEVELAND—Beauty, that potent 
vord, casts an ever increasing influence 
n the affairs of the world today. 

The creators of beauty, the artist, and 
the designer, have become increasingly 
mportant factors in the manufacture and 
sale of household appliances. 

The foregoing are not the rash obser 
vations of some theorist, but the find 
ings of a practical industrialist—G.B 
(Jerry) Schuyler, executive vice presi 
lent of the Apex-Rotarex Corporation 
f Cleveland. 

Mr. Schuyler explains that we live 
nm an industrial age more greatly in 
Huenced by beauty than at any time for 
past. 

“The day has gone when manufactur 
ers entrust the injection of this beauti- 
fying influence in their products to 
someone in their shops with nothing 
else to do. 

“That is why we engaged the serv 
ices of the widely-known commercial 
designer, Henry Dreyfuss,” Mr. Schuy- 
ler points out, “when we went about 


ages 


creating our new speed-lined, 1940 model 
washer.” 

Dreyfuss, it will be remembered, was 
the designer of two of the most popula: 




























Vew York Central Photo 


New York Central's 
‘Twentieth Century 
Limited" is a crea- 
tion of Henry Drey- 
fus as is the new 
Apex washer, right. 


stream-lined trains in the country, the 
New York Central's “Twentieth Century 
Limited”, and the “Mercury”—railroad 
beauty winners. It was this same crea- 


tive mind which gave birth to that 
much discussed and revolutionary 
architectural marvel, the now famous 
theme exhibit of the New York World's 
F ur 

We could not afford to engage any 

e best,” said Mr. Schuyler. 

The appliance manufacturer who be- 

ves he can ignore this trend, is doomed 

a blank sales record and an idle 
actory. 

‘Today beauty predominates We 


SEPTEMBER 






| 


have seen the 
the clumsy, 


automobile emerge 
buggy-on-wheels era 


the sleek, graceful, imagination 
vision which now rules. The b 
wublic accomplished this radical 


parture. 


Design of household appli 
18 he ing 


affected in the same man 





G. B. Schuyler, executive vice-presi 
dent of Apex-Rotarex, says beauty 
has a definite place in the industrial 
picture. 


“The woman who purchases a washer 
today requires that grace of design shall 
be one of its features. She wants beauty 
Naturally the dealer passes this demand 
on to the manufacturer. Appliances 
must have eye-appeal. 

“The household appliances must be 
in harmony with the other furnishings 
of the home, sometimes nearing a_ point 
of extravagance in point of design 
These appliances must have the smart 
ness of line only obtained through the 
intelligent application of the arts in their 
manufacture 

“The our buying publ 
in this respect have been made know: 
It remains for us of the production fie| 
to make the most of the trend. The 
element of beauty has become a major 
consideration in our merchandising 
plans.” 


desires of 


(Below) Another 
Dreyfuss creation is 
the now-famous 
theme center of the 
New York World's 


Fair. 


Weatinghouar Ph 
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100 G-E SALES COUNSELORS CELEBRATE 


vEW YORK—Beginning August 14, 

ore than 100 G-E wholesale salesmen, 

fcially known as “Sales Counselors”, 

eceived their prizes of a 4-day conven- 
ication at the swanky Westchester 
try Club, Rye, New York. 


These Sales Counselors, coming from 
| over the United States, were guests 
‘ the Appliance and Merchandise De- 


urtment, General Electric Company, in 
yard for their outstanding sales lead- 
during the first six months of 


In order to qualify, all Sales Coun 
dors had to do a quota job on from 


to 7 lines of G-E major appliances. 
“hese included commercial and domestic 
efrigeration, ranges, water heaters, elec- 
ric sinks and kitchen cabinets, hom 


y equipment, vacuum cleaners, and 
»s. If a man fell down only a little 

elow the quota on one single line, he 

vas out of luck. 

But in spite of these rigid require- 

nents, over 100 Counselors came out on 

op at the deadline. Some of them even 





cached more than 150% of sales to 
A Complete List 
¥. D. Baker, Wauwatosa, Wis 
R. Bates, Dallas, Texas 
W. Beck, Scarsdale, N. Y 
R. S. Belnap, Boise, Idaho 
W. F. Bishop, Long Island City, N. Y 
|. F. Brinkmoeller, Dien Iowa 
{. G. Brooks, Lancaster Pa 
M. Burleigh, Erie, Pa 
V. J. Burns, S« henectac ly, N. Y 
Canedy Houston exas 
I Carlton, Hartford, Conn 
C. Clinton, Grand Rapids, Mich 
4. Coleman, Washington, D. C 
M. Craig, Greenwood, S. C 
V. R. Crooks, Scranton, Pa 
F. \ Cunningham, Boston, Mass 
H. B. Curtis, Utica, N. Y 
\, R. Davis, Houston, Texas 
1. W. Detchen, I ouisville, Ky 
R. W. Downing, Fresno, Cal 
N. C. Dryden, Pleasant Valley, 'N. Y 
1. A. Dyas, Long Island City, N. Y 
I. H. Fleming, Cape Cottage. Maine 
A. M. Foellinger Cincinnati, Ohio 
E. Forryan, Hartford, Conn 
M. Francis, Milwaukee, Wis 
L. Freeland, Pittsburgh, Pa 
P. B. Freyder, Council Bluffs, Ia 
R. H. Friedel, Los Angeles, Cal 
H. D. Garber, Saginaw, Mich 
F. L. Garrison, Butte, Montana 
Herman Garson, Philadelphia, Pa 
J. F, Gilbert, Indianapolis, Ind 
D. C. Goff, Charlotte, N. C 
M. E. Haas, Long Island City, N. Y¥ 
W. J. Haas, Cleveland, Ohio 
J. R. Hawkins, Billings, Montana 
P. V. Henkel, Lancaster, Pa 
W. F. Henley, Nashville, Il! 
H. M. Hess, Lancaster, Pa 
C. O. Hibbard, Parma, Ohio 
J. S. Hicok, Minneapolis, Minn 
J. A. Hofheinz, New Orleans, La 
R. M. Hoover, Lawton, Okla 
L. F. Hopkins, Williamsport, Pa 
Maurice Howe, Mason City, Iowa 
( charles Ingraham, Cleveland, Ohio 
S -& poeen. Detroit, Mich 
A. S. Joseffy, Grand Rapids, Mich 
G. F. Keeton, Des Moines, Iowa 
D. M. Kersey, Indianapolis, Ind 
L. L. Kessinger, Pana, Ill 
F. E. King, Oklahoma City, Okla 
M. E. Kumle, Fort Wayne, Ind 
D. U. Kuneman, Hartford, Conn 
A. F Kurz, Davenport, Iowa 
R. M. Lawler, San Antonio, Texas 
C. G, Learman, Buffalo, N. Y 
E. H. Leveck, Oregon, Illinois 
M. H. Lovelace, Omaha, Nebraska 
A. J. Lucier, Detroit, Mich 
B. T. Maloney, Boston, Mass 


Silex Men in Fifth Get-Together 


quota clear across the board. Many 
Counselors gave credit to the fine coop 
eration they received from their full line 
G- E dealers during the final months of 
the campaign period. 


Among the leaders of the winning 
group are: W. F. Henley, James Co. in 
St. Louis, Mo.; W. M. ne Merriam 
Co., Schenectady, N. Y.; K Stutz, 
General Electric Supply Corp., Louis- 
ville, Ky.; G. Taaffe, Valley Electric 
Supply Co., Fresno, Calif.; and W. A. 
Marsden, Geo. Belsey Co., Los Angeles, 
Calif 

Jean De Jen, manager of the Dealer 
Section, heads the Sales Counselors Club, 


and Will. I. Wilt, 


was in charge 


secretary of the Club, 
of convention details. 

H. L. Andrews, the new manager of 
the Appliance and Merchandise Depart- 
ment, was one of the principal speakers 
at the business meetings. Carl Snyder, 
general sales manager of the Appliancc¢ 
and Merchandise Department, was chair 
man of the business program. 

Here is a complete list of all 
Sales Counselors : 


winning 


of the Winners 


C. Marion, 


( Detroit, 
W. A 


Marsden, San 


Mich 
Diego, Cal 


R. W. Martin, Lexington, N. ( 

D. W. McBride, San Francisco, Cal 
C. B. McElroy, Kansas City, Mo 
ee 8 McGuire, Lemoyne, Pa 

E. V. McNeese, Dallas, Texas 

P. C. Meyer, White Plains, me *' 
John Mincemoyer, Williamspo Pa 
W. H. Morrison, Asheville. N e 
F. C. Nelson, Boston, Mass 

W. R. Newell, Detroit, Mich 

JT. B. Noyes, Wheeling, W. Va 

G. G. Nutt, Carthage, Il 

W. M. Page, Schenectady, N. Y 

J. C. Pardy, San Francisco, Cal 
C. G. Parmalee, Dettroit, Mich 

E. J. Parsons, Portland, Oregon 

B. D. Paschall, Florence, 5S 

I E. Peterson, Milwaukee, Wi s 
A. M. Pickett, Washington, D. C 

I. A. Ponon, Long Island City, N. Y¥ 
E. S. Richardson, Dallas, Texas 
W. C. Rodgers, Reading, Pa 

Ben Roman, Peru, [Illinois 

G. V. Rupp, Charleston, W. Va 
W. M. Scanlan, Chicago, Ill 
Leonard Scharf, Cincinnati, Ohio 
G. M. Schwarz, Medford, Oregon 
J. R. Segel, Boston, Mass 

H. C. Seid, Allentown, Pa 

H. W. Sharp, Toledo, Ohio 

Don Shattuck, Waterloo, Ia 


Hi. B. Shaughnessy, Richmond, Va 
Guy Shook, Detroit, Mich 
M. F. Shores, Stillwater, Minn 
H. H. Smith, Canton, Ohio 
H. T. Smith, Elyria, Ohio 
~ L. Smith, Atlanta, Ga 

rank Snyder, Akron, Ohio 
i J. Sorensen, Madison, Wis 
E. F. Stephenson, Kalamazoo, Mich 
1. H. Stewart, Allentown, Pa 
K. F. Stutz, Lexington, Ky 
G. L. Taffe, Fresno, California 
Cc. E. Thoma, Charleston, W. Va 
J. R. Tilley, Tacoma, Wash. 
J. W. Tracy, Columbus, Ohio 
B. E. Trick, Indianapolis, Ind 
W. E. Vaughn, Peoria, [Il 
H. W. Wade Lancaster, Pa 
Hugo Werner, San_ Antonio, 


Texas 
O. A. Westbrook, Raleigh, "ome 


E. E. White, Williamsport, Pa 
H. S. Wiggers, Portland, Oregon 
L. M. Williams, Evansville, Ind 
O. B. Wilt, San Jose, Cal. 
David Young, Philadelphia, Pa 
S. K. Young, Lansing, Mich 

E. C. Zabors, Milwaukee, Wis 
R. S. Zaring, Sacramento, Cal 

J. P. Ziegler, Los Angeles, Cal 






























Hartford, Conn. 
Silex representatives. 
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was the scene recently of the fifth annual sales conference of 
Here they are lined up for a picture after previewing new 
automatic models and resolving to double last year's sales of coffee-makers. 
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Join UP with these popular Tele- 
chron clocks as they move ahead 


to new sales-volume and profit! The best-known name in the electric clock 


field, Telechron is instantly identified in your customer's mind with beauty, 


accuracy and quality. National advertising aids your sales-work month after 


month, impressing millions of people with the smart Telechron designs and the 


superior sealed-in-oil self-starting Telechron motor. 


Join in the clock-wise 


march to profits—a display of Telechron clocks will be your ticket to sales! 


SELF-STARTING 


MIL ELECTRIC CLOCKS 


WARREN TELECHRON COMPANY, 19 MAIN ST., ASHLAND, MASS. 


REG. U. S. PAT. OFF 


NEW TELALARM, Model No. 7H93, 
a handsome new alarm in the quick- 
selling price-range. Retails at 84.95. 
Talisman (No. 7H93-K), the same de- 
sign with translucent, electrically illumi- 
nated dial, retails at $5.95. Both of 
these clocks will sell fast! 


MELBOURNE, Model No. 3H83, cased 
splendidly in green marblette, is ideal 
as a gift. A semi-formal design, it is un- 
usually good-looking. Moderately priced 
at only 87.95. 


HIGHLAND, Model No. 4H93, 
brown plastic case, is ideal for desk, 
table or mantel. Retails at $5.95. 
Angelus, with a different dial and hour 
and half-hour strike, retails at $9.95. 


in a 





SECRETARY, Model No. 7H9!-Br, a 
new alarm in mottled brown plastic case, 
retails at 833.95. In ivory-colored case 
(No. 7H9I-I), $4.50. Cordial, same 
design with luminous numerals and hands 
(No. 7H91-LBr), $4.95. In ivory-colored 
case (No. 7H9I-LI), $5.50. 





STEWARDESS, Model No. 2HO09, a 
smart and popular wall clock for kitchen 
or bathroom. Metal case in chrome with 
ivory, green, black, white, 
chrome, retails at 84.95. 


red or all 





KENDALL, Model No. 4H95, is a grace- 
ful new model in a brown wood case. 
Popular for its smartness on desk or 


mantel. This handsome clock will turn 
over fast at 87.95. 






1 RES Fee 











“New Profit Maker"—This display 
piece will be given FREE with the 
purchase of any twelve Telechron 
clocks. The display piece is all wood, 
two-toned, beautifully finished — a 
permanent display for your Telechron 
counter. This offer expires October 
31, 1939. See your Telechron Clock 
Distributor today. 
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TYPICAL 





BONDERIZING LINE 


T is the washer with the best 
“talking points” that is easiest 


to sell. 


In addition to mechanical perfec- 
tion and economy of operation, 
rust-proofing on sheet metal parts 
provides an outstanding feature 


that is of vital interest to the buyer. 


Bonderizing inhibits rust and as- 
sures better adhesion for the finish. 
A big percentage of all washers 
made have this extra value. If the 
washer you sell is Bonderized, you 
will find it a tremendous help in 
making sales. Every salesman 
should know why the Bonderized 
washer resists laundry humidity 
and retains its fine appearance— 
then use this information in every 


demonstration. 


PARKER RUST PROOF COMPANY 


2164 E. Milwaukee Ave. © Detroit, Michigan 
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Mbl0ss05 CONQUER RUST 


BONDERIZING - PARKERIZING 
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THEY KNOW THEIR 
WATER HEATERS) 


NEW YORK—Aptly demonstrati 
a woman can know a little about t 
cessful selling of electric water 

Miss Willard Powers, Duke Powe 
pany, Rutherfordton, North Ca 


copped herself third prize in The M 


Kitchen Bureau’s second quarterly , Mil 

test for letters by retail salesmen. Wha: Gg 
more—Miss Powers belied the s Ir 

sinuations about woman's power for 

age by using less than half of a 
written page to knock the contest judg: 
lor a goal. 

Other newsworthy points about ¢} 
contest, which closed June 30, were tha: 
one prize was won by a dealer salesma; 
another by a meter reader, M. H. Hoskir 
of the Brockton Electric Company, Brock 
ton, Mass 

Winners of prizes were: 

First Prize—$25—A. A Andersor 
Pacific Gas & Electric Co., Dinuha 
California 

Second Prize — $15—V. Motz — Woli 
and Dessauer, Ft. Wayne, Indiana 

Third Prize—$10—Miss Willard Pow- 
ers, Duke Power Company, Rutherford 
ton, North Carolina. 

Honorable Mention—Prizes of $5 each 
E. W. Hogle, Interstate Power Company 
Ainsworth, Nebraska; C. J. Sauriol 
Puget Sound Power & Light Company 
Auburn, Washington: M. H. Haskins 
Brockton Edison Company, Brockton 
Mass.; G. C. Cochran, Puget Soun 
Power & Light Company, Olympia, Wash- 
ington; R. F. Spencer, Kansas Power 
and Light Company, Hutchinson, Kansas 

There will be two more of these Mod 
ern Kitchen Bureau letter writing con- 
tests for retail salesmen of electric water 
heaters during 1939. The next one closes 
September 30; the final contest December 
3i. A Grand Prize of $100 for the best 
letter of the year will be awarded after 
then. 

Names of the judges in the second 
quarter who will serve for the balance oi 
the vear are: Lester Moffett, Electrical 
Merchandising; C. William Cleworth 
Electrical Publications, Inc.; and Dr 
O. H. Caldwell, Electrical Week. 


G-E Moves To 
Maintain Clock Prices 


Under the auspices of Earle Poor- 
man, district appliance sales manager, ap- 
pliance and merchandise department, 
General Electric Company, a meeting of 
all General Electric clock distributors in 
the metropolitan area of New York was 
held on Monday, July 31. At this meet- 
ing there was a thorough discussion of 
the enforcement of minimum prices, es- 
tablished under contracts entered into 
in May, 1938, in accordance with the 
Feld-Crawford Act. 

J. P. Rainbault, manager of clock 
sales section, and Ray H. Luebbe and 
Merrill Brown of the law department, 
explained to the distributors a simple 
and effective plan which has_ been 
adopted to enforce the Fair Trade Con- 
tracts with respect to clocks. The main- 
tenance of established minimum prices 
will be vigorously pushed under this 
plan, which the distributors stated they 
were prepared to support. All reported 
price cutters will be carefully invest 
gated, and appropriate action taken 
where actual violations are found. Get 
eral Electric Company intends to mak 
a determined effort to maintain tl 
minimum prices which have been estab 
lished for resale of its clocks. 





Stewart-Warner 


E. G. Hefter, has joined the Stewart 
Warner Corporation as radio distri: 
sales manager for the recently create 
central west territory, it is announce 
by L. L. Kelsey, radio sales manage 
for the Stewart-Warner Corporation. 








~l BACK ON THE AIR SEPTEMBER 17% 
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“G-E MAZDA HOUR OF CHARM” returns to N. B. C. 
Red Network to help you sell more 





were ft 
sale 
se G-E MAZDA L 
y, Broc - amps 
\ndersor 
Dir 
- EW guest features! The new “G-E MAZDA Hour of Charm” with Phil 
ana Spitalny and his All-Girl Orchestra goes back on the air Sunday 
rd Pe . . ‘ ° . ° 4 
ther! evening, September 17th at 10 o’clock {Eastern Daylight Saving Time}. 
$5 ea Here’s a program that every one of your customers will enjoy hearing. And 
OM par ° ° ° ° ° ° . 
Sau every wired home in your community will be a potential audience for this 
Hackin brand new show. 
ror kto , . . . . . . 
Sou It’s another powerful advertising force . . . in addition to magazines, and 
. se newspapers... to help you sell more G-E MAZDA lamps for Better Light- 
go Better Sight. 
len It will tie-in with General Electric’s big light-conditioning program by 
— featuring the right size bulbs in the right places, Certified I.E.S. Lamps, 
=cem be 
ne he and other equipment for light-conditioning. 
~C atte 
Tune in and tie-in with the new ‘““G-E MAZDA Hour of Charm.” Listen to 
secon 
ance ¢ the program yourself and invite your customers to do so. 
ectriu 
ewort! 
nd D 
Returning to the air at the start of the “eyestrain season’, the G-E MAZDA Hour of Charm will be a 
potent force for bringing the Better Light-Better Sight story into every wired home. Effective merchan- 
dising plans for dealers to tie-in with this program are ready for immediate use. 
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PROCTOR Toasters 


Proctor Electric Co., Philadelphia 
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YORKAIRE Stokers 


York Ice Machinery Corp., York, Pa 


Models Y 
/ 
moat 
1 3 ) ‘ 
‘ a ir 
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aSlles 
| } ‘ 
I ) 
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il tube conveys val in straig 
ne without grind noises 
Bin feed Bituminous models have 
wrt designed to provide even tut 
] > + | 
1 0 . thickness 
Hoppe 1 Bituminous  stokers 
juippe “Air-O-Juster” whicl 
nati j proportions correct 
tity of air for combustion re 
- 1 " 1 1 ‘ 
gvaradiess ot lept oT tu eda; ver 
load release mechanism automaticall 
ngages when overloads are ex 
erted, no shear pin required.—El 
tr Merchandisin Septembe 
1 








WESTINGHOUSE Washer 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 














Model: FAP-93 Emperor “Watches 
Itself” washer. 
Features: Equipped w time 
it shuts off washer automa | 
it end of predetermined peri 
Dime is marked in minutes up t 
ind is also calibrated tor corre 
‘ g time for va is ty 
Select-O-Pre W 1 
e pr wides 3 different pressure 
wringing every fab from qu 
to cambric; automat roll-stop 
tops wringer rolls at touch 
foot pedal starts turbulat 
minating stooping ; tilt troug 
makes washer easy to drain; 2/ in 
balloon rolls; polished steel feed 
board; new turbulator creates non 
tang ing action, of Lynite 
with nd 4 lower wings 
and perforations 
flange turns in fitted re 
ed ring in bottom of tub; full 
ted streamlined design; whit 
elain tub inside and out; white 
eloid finish with chrome trim. 
Electrical Mer indising, Septem 
19 





TOAST-O-LATOR Tray Table 


Crocker-Wheeler Elect. Mtg. Co., Inc., 
30 Church St., New York City 


New Tray Table set consist 
a Toast-O-Lator, an inlaid fold 
tray-table; a bread tray and a 


covered toast bowl of chromium- 
plated solid brass. 
Price $24.95 complete.—Electrical 
Merchandising, September, 1939. 
e r 


Model: 


Selling Features: Designed for installa- 


Prices: 





BUFFALO Breezo 
Buffalo Forge Co., Buffalo, N. Y. 


3reezo fans. 
t desirable to use 
propeller-type fan with motor out- 
side air stream; V-belt, motor, 
pulleys and 1 bearing are entirely 
outside path of air being handled; 
housings designed so that air inlet 
may be at top, bottom or either side 
—standard arrangement is bottom in- 
let; sizes from 12 to 36 in. with 
capacities from 1080 to 10,800 cfm 
free delivery. 

For 60 cycle, 1 phase, from 
$70. to $200. also available for 60 
cycle 3 phase and for direct current 
at higher prices.—Electrical Merch- 
andising, September, 1939. 
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APEX Washers 
Apex-Rotarex Corp., Cleveland, O. 


Models: Apex Speedliner models 344, 
342, 341. 

Selling Features: Model 344, equipped 
with large 3-vane cast aluminum 


spiral dasher; 22 gal. tub has capac- 


ity of 10 Ibs. clothes washed in 6 to 


8 min.; all-white, bonderized finish; 
new design Apex-Lovell wringe1 
with finger-tip roll control lever, 
balloon type rolls, chrome release 


bar and drainboards; free-running 


mechanism 





Model 342, 18 gal. tub; dome- 

shaped rolled-in edge with washboard 

des and patented quick-drain bot- 

tom white vitreous porcelain ; 

3-vane cast aluminum 

her: bonderized baked 

sis; Apex-Lovell wringer 

ved Apex pressure selec- 

ting pressure release 

] standard tub 16 gal 

pacity lome-shaped, rolled = in 

edge, patented quick-drain bottom: 
’ 


white porcelain finish; improved 


double dasher, 2-vane, cast alum- 
inum; Apex-Lovell wringer; im- 
proved Pressure Selector, instant 


action bar-type pressure release; di- 
rect drive mechanism, machine-cut 
gears permanently sealed in oil 
Designed by Dreyfuss.—Electrical 
Merchandising, September, 1939. 
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STEAM-O-MATIC Iron 
The Steam-O-Matic Corp., Milwaukee, Wi; 





Models: 2 new household steam iror 
Selling Features: Both irons ma 
aluminum, weigh 37 Ibs.; model 


lustrated thermostatically contr 

and may be used with steam 

dry iron. Styled by Brooks Stev: 
Prices: Thermostatically controlled 

model, $12.95; other model, $9.95.— 

Electrical Merchandising, September, 

1939 
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ARMSTRONG Ironer 


Armstrong Products Corp., 
Huntington, West Virginia 





Device: Armstrong Master Ironer. 

Selling Features: Streamlined equi; 
ped with full 21 in. free roll; aut 
matic thermostatic control; red 
safety light; operation is simple wit 
convenient elbow control which al 
lows freedom of both hands. 

A continuous, self-demonstrating 
store display is one of the features 
of Armstrong Sales Plan. 

Price: $34.50.—Electrical Merchandis 
ing, September, 1939. 








SUPERFEX Oil Space Heaters 
Perfection Stove Co., Cleveland, O. 


Model: Heat-Directors in 4 sizes; 2 
radiant type; 2 Heat-Directors wit 
coils for hot water radiation in ad 
jacent rooms; 2 Heat-Projector typ 
with electric blowers. 

Selling Features: 4 Heat-Directo 
models have adjustable shutters o1 
sides and front to direct radiant heat 
rays outward and downward, pro 
viding combination of circulating an 
radiating heat; 2-tone brown por 
celain enamel finish; capacities 31, 
000, 51,000, 66,000 and 81,000 btus. 

Two one-way Heat-Directors have 
adjustable shutters in front only 
brown “crincalac” lacquer finish wit! 
porcelain enameled shutters. 

Two Heat-Directors with coppe: 
coils for heating water for radiation 
in adjacent rooms, such as wash 
rooms in service stations, etc. 

Two round radiant heaters available 
in porcelain or polished steel. 

Two Heat-Projector models with 
blowers designed to distribute heat 
through ducts; capacities of 102,300 
btu and 66,000 btus.—Electrical 
Merchandising, September, 1939. 








Model 35B (35BP with pump) Pastel Gray 
porcelain tub... balance of machine finished 


in pure white fused “Supernamel.” 





e WASHER 
THAT HAS 
ready BROKEN 
all RECORDS* 





























@ Although announced but a few weeks ago, this sensational washer has already 
set a new high in dealer demand. Here, at last, is a family-size washer (20 gallon 
tub) in the “low-price” bracket with real selling features ... EYE APPEAL, in terms 
of modern design and brilliant baked enamel finish... A SUPERIOR WASHING 
ACTION that can be effectively demonstrated... IMPROVED, MORE CONVENIENT 
CONTROLS...HANDSOME, SATIN-FINISH WRINGER...a genuine ‘selling’ mode 
anxiously awaited by the mass market, priced to pay you a real profit on every sale 
Model 35B, with all its improvements, is listed at the /owest dealer cost in Blackstone’ 
68 years of washer building experience. It is distinguished by such typical Blackstone 
quality features as ““Bonderizing” for permanent rust protection . . . gleaming white 
“Supernamel”’ finish ... rugged, factory-sealed mechanism that never requires oiling 
It has the new Blackstone “Hydroflex” which makes it the first low-priced washe 
in history to give the dealer the sales advantage of a washing action which he car 
talk about instead of apologize for. 


Here is the machine that will enable you to really capitalize ‘‘National Washer anc 
Ironer Week” and start you on the road to steady profits from that great big portior 
of the washing machine market to which you never before had anything to sell 
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® Assure yourself of the dependa- 
bility which "Nichrome" V adds 
to dependable design. Specify 
on your Xmas Orders Nichrome 


V as the heating element material and add that touch 






to your business hailed by customers as dependable 


merchandise. 


Only Liver Maris (wansison,ns) 


makes Nichirmine 
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BLACKSTONE Washer 
Blackstone Mfg. Co. Inc., Jamestown, N. Y. 
Model; 35B. 

Yelling Features: “Low price” family- 
size washer; new “Hydroflex” agi- 
tator, similar in action to Blackstone 
Hydractor; pastel gray porcelain 
tub with white “Supernamel” on bal 
ance of machine; new type agitator 
control located at wringer head; 
mechanism completely enclosed and 
sealed, requires no oiling.—Electrical 
Merchandising, September, 1939. 
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SILENTAIRE Window Ventilator 


Berger Mfg. Div., Republic Steel Corp., 
Canton, O. 
Vodel New 1940 Silentaire. 
Selling Features: Ventilates, circulates 
filters air and eliminates outside 
noises; thermostat provides for speed 
contro: of discharge; adjustable 
louvers permit direction of air cur- 
rent to prevent drafts; capacity has 
beeri increased to 650 cfm; new con- 
trollable mixing damper permits 
blending outside and room air in cor- 
rect proportions for each season; 
silent mechanism and inside of cab- 
inet treated with special sound- 
absorbing material; redesigned cab- 
inet provides greater beauty and 
accessibility to switch and controls; 
tell-tale light on panel indicates when 
machine is in operation; opalescent 
fawn tan finish—Electrical Merchan- 
dising, September, 1939. 


v 





FARIES Lamp 
Faries Mfg. Co., Decatur, Ill. 


Device: Copy Holder Lamp. 

Selling Features Has stand for 
stenographs notebook, tilts to any de- 
sired angle by ratchet adjustment; 
sliding line guide; available with 
stationary or swinging arm and in 2 
different types of shades.—Electrical 
Merchandising, September, 1939. 


Vodel; “Echo”. 


Selling Features: Self-starting 


Pri e $5.95.—E lec tru al Mer: h 


Device: Automatic, 2 slice, oven-ty; 


Selling Features: 


Price Toaster $11.95; Hostess en 


Selling Features: 


Price $1.—Electrical Merchandisin 
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SETH THOMAS Clock 


Seth Thomas Co., Thomaston, Conn 





solid mahogany case decorate 
polished brass; alarm set d 
back; ivory dial, black numeral 
equipped with delayed current 

terruption indicator; 5 in. high 54 
wide. 


ing, September, 1939. 





DORMEYER Toaster 


A. F. Dornmeyer Mtg. Co., 
4316 N. Kilpatrick Ave., Chicago, Ill. 


? 





toaster. 

Automatically cut 
off current when toast reaches exact 
shade of brown; adjustable timing 
knob can be set for shade of toast 
desired; automatic control cuts off 
current when exact shade is reached 
equipped with removable crumb tray 
and detachable cord; chrome plate 
with black controls. 

Hostess ensemble is also available 
consisting of grained walnut tray 
16 x 24 in.; compartment dish, 4 in 
dividual serving plates and_ slicing 
board. 


semble, $17.95.—Electrical Merchar 
dising, September, 1939. 





v 
PRESS-RITE Presser , 


Cole Toomey Co., Inc., 
30 Rockefeller Plaza, N. Y. C. 


Device: Presser for trousers, pleat 


ties. 

Weighs 44 oz 
plastic body with open jaws at o1 
end lined with chromium pressing 
blades; ac or dc, 110 volts, 25 watt 


September, 1939. 
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‘A’ THE convention last year, Buck Stevens gave 
me a tip that’s meant good money to me. 
‘Hank,’ he said, ‘if you’re not already using it, 
here’s a tip that will help you make your whole 
territory sit up and take notice. 


4 


oe 


Every time you talk to a refrigerator pros- 
pect, make mighty sure she knows it’s finished 
with DULUX. Show her the DULUX Seal right away. 
She'll ask about the finish anyway—and if she 
knows immediately the box she’s looking at has 
the finish she wants, the rest of the sale’s easier. 

“*You know yourself that most of the refrig- 
erators are finished with DULUX because it’s the 
finish women want. It’s brilliantly white. It stays 
white. Easy to clean. Resistant to chipping and 


Visit the Du Pont “Wonder World of Chemistry” exhibits at the New York World’s Fair and the Golden Gate International Exposition 








THAT 
§ THE REASON FOR 
Y REFRIGERATOR SA 


THIS DULUX SEAL" 


REG. U- 





gs. PAT. OFF: 


el 


f 6. us pat OFF \ 


| ON EXTERIOR 
So 


cracking. No wonder DULUX is popular. And the 
fact that it’s made by Du Pont is a help, too. 
“You try this,’ he wound up. ‘And if you don’t 
thank me for it when I see you here next year, I'll 
buy you a new hat.’ Well, I tried it. Early in every 
sales talk I pointed out the DULUX Seal, explained 
about how much more service they could expect 
from this better finish. And believe it or not, I’m 
well on my way to a 32% increase for the year. 

“The convention’s next month, and I’m taking 
Buck a new hat. I really ought to give him a 
whole suit of clothes!” 


Use the famous blue-and-silver DULUX Seal. It 


pays. E. I. du Pont de Nemours & Co., Inc., 


Finishes Division, Wilmington, Delaware. 
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r and Ironer Sales! 


Look at the calendar! National Washer- 
lroner Week is only a month away. Right 
now is the time to start making it an extra 
big week by featuring ARMCO identified 
merchandise. 


Here are a few suggestions: 
@ First: Inject ARMCO into your display of 
washers and ironers by featuring the fa- 
miliar ARMCO label. 
recognize it as a mark of quality, having 


Your customers will 


seen it in magazine advertising for 25 years 
and heard about it on radio broadcasts for 
10 years. 

@ Second: Use the ARMCO name in your 
sales talk. Tell your customers that ARMCO 
Ingot Iron is ‘‘the world’s standard”’ base 





metal for porcelain enamel. Manufacturers 
use this highly refined iron because it pos- 
sesses all the technical qualities that assure 
lifetime beauty and service. 

It’s a good idea to specify ARMCO Ingot 
Iron when ordering porcelain enameled 
products. Ask your manufacturers to at- 
tach the ARMCO label. Show it to your 
customers; and they’ll be satisfied they 
bought wisely by buying where they saw 
the ARMCO name. The American Rolling 
Mill Co., 1661 Curtis St., Middletown, Ohio. 


ARMCO Ingot Iron 


A Name Known to Millions 





Device: 





NORAL Steam Heater 


Knoral Electric Mfg. Co., Inc., 

151 Chambers S?#., N. Y. C. 
Portable steam heater, 400. 
Features: All steel cabinet 

self regulating steam gen- 

erating unit; modern fin-type radia- 


Selling 


houses a 


tor; positive action air vent; and fan 
to draw cold air at floor level into 
cabinet and force it through radia 
tor into room; 1000 watts, 115 
volts a.c.; no installation, no atten 
tion required except replenishing 
water once a year; weighs only 30 


lbs. ; easily moved from room to room; 
} 


brown ripple enamel, chromium trim; 
27 in. high, 13 in. wide, 11 in. deep. 

Price: $39.50.—Electrical Merchandis 
ing, September, 1939 
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G E Clocks 


General Electric Co., Appliance & Mdse. 
Dept., Bridgeport, Conn. 


Models: New line of 19 models—10 
occasional type, 5 alarms, 3 strike type 
and a cyclometer. 

Selling Features: Occasional models 
range in price from Conway 3H-94, 
in blue or rose mirrored glass at 
$5.95 to the Wareham 4H-88, mounted 
in white onyx with gold-colored 
numeral plate at $12.50. The Sam- 

son 4H-76, upright silent clock with 


walnut finish molded plastic case, 
$5.95. Ballard, 4H-78, at $6.95 has a 
gold finish metal-frame with cream- 
white dial and gold numerals. 2 


models at $7.95 are the Dartmouth 
3H-96, in green facsimile onyx, and 
Athens 4H-84 a bent mantel clock 
finished in dark brown walnut. The 
Amherst, 4H-10, tambour finished in 
grained mahogany with brown base 
and maple inlay, 178 in. wide and 7} 


in. high—one of the largest clocks in 
line. Tuscan 4H-80 has walnut cen- 
ter section with panels of zebra wood 
on each side. Quincy 4H-82, wine or 
1 


lue colored Morrocco-grained genu- 
ne le ither and ebony finished wood 
with white and cream dial. Nantucket 
4H-86, nautical desk model 7 in. wide 
ind high, mahogany with lacquered 
brass spokes and numeral plate. The 
last four clocks are $9.95, 

In the alarm group Hesperus 
7H-104 is mounted in a setting of 
genuine white onyx, $14.95. Ashby 
7H-102, modern design, blue or rose 
glass and Serf 7H-108, 12-hr. alarm, 
brown walnut with contrasting inlays, 
black base, priced $6.95. Morning Star 


SEPTEMBER, 


7H-106K, 12 hr. alarm, nickel 
ished metal case with blue hour 
minute hands and green alarm | 
Mazda bulb illuminates plastic i] 
$5.95. Morning Glory 7H-106, mv ‘tal- 
cased 12 hr. alaram, black plastic bas 
$4.95. 

Framingham 8B-10 cyclometer 
type, walnut gold escut 
plate, $9.95. 

Gloucester 6B-06 tambour, naut 
design, mahogany finished case 
lacquered brass spokes, $18.95. 

Maestro 6B-08 tambour - st: 
hour and half hour on deep-t 
spiral gong; brown mahogany fir 
dark brown base and _ contrasting 
stripes of maple inlay, $14.95 
Grafton 6B-04 upright, strikes 
and half-hour; molded plastic « 
walnut finish, $9.95.—Electrical Mer- 
chandising, September, 1939. 


case, 





VENTROLA Ventilator 


McLaughlin Ventilator Co., Ferndale, Mich. 


levice: Home office ventilator for 
] 


installation directly in window pane 


or 


elling Features: Steel enclosed glass 
louver solves problem of room ven 
tilation with of light; can be 
installed in any type window—wood 
steel sash or casement; built-in mod 
els are also available for vertical or 
horizontal installation and adaptable 
to any wall thickness. 

Both models are completely auto- 
matic; pull chain opens louver and 
starts fan automatically; 2nd pull 
locks louver and stops fan; white 
porcelain, white enamel or polished 
finish with chrome plated fan blades 
both models equipped with R. & M 
motor with self-aligning oilite bear 


loss 


ings; 10 in. 9 bladed pressure-typ: 
fan.—Electrical Merchandising, Se 
tember, 1939. 








NEW ERA Range Unit 
H. L. Smith Electrical Co., Royersford, Pa 


Device: Range replacement unit. 
Selling Features: Rod type polished 
cast iron surface plate; Kanthal r 


sistance wire embedded in high ten 
perature cement; thermally insulate 

on bottom to keep bottom cool. 

$6 to $8.—Electric 
September, 1939, 


Prices: From 
Merchandising, 


Joey: 
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SAMCO Range 

= Samuel Stamping & Enameling Co., 
fi Chattanooga, Tenn. 

% 
trasting Vodel: No. E-210 portable utility range. 
$14.95 ing Features: No installation, plugs 


s ] to baseboard or wall receptacle; 110 
c ¢ Its a. c.; two 3-heat units, 250 low, 
00 medium, 1000 high; only 1 unit 
in be used at a time on high—both 
inits can be used at once, however, 
medium or low; oven, 10x10x9 in., 
juipped with separate unit 650 watts, 
ermostatically controlled; white por 
elain enamel; 12 in. wide, 15 in. deep, 
14 in. to cooking top. 
é $29.50 I lectri il Ver handis 


September, 1939 





SUNBEAM Toaster 


Chicago Flexible Shaft Co., 
5600 Roosevelt Rd., Chicago, Ill. 


lling Features: No. T9 automatic 





toaster will either pop up the toast 
pu or keep it warm in toaster oven till 
Wi wanted by setting a button for either 
lis operation; hinged crumb tray for 
lades easy cleaning; double-thermostatic 
- te mtrol; every slice alike; chrome 
— plated, black trim 
“~ Price: $16.—Electrical Merchandising, 


September, 1939 








+ MAGIC-AIRE Cleaner 
rd, Pa Magic-Aire Inc., Cleveland, O. 


ie ae ' aan 
fodel: No. 178 cylinder type cleaner 


lishe ling Features Streamlined design 

al 1 new powerful, quiet motor; fully en 
- 

1 ter closed bag prevents dust from escap- 

ilat g into room; new _ swivel floor 


brush for cle 


furniture has rubber 


g under low 
back and hous 
9. ing; rubber bumper on rear-end cap 

prevents scratching; radio interfer 

ence eliminator; chromium plated 
Y | wands; baked-wrinkle finish. 

rice: $59.50; other Magic-Aire mod- 
els range in price from $39.50 to 
$69.50. — Electrical Verchandising, 
September, 1939. 
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You set up a stone wall against more sales and 
bigger profits unless you tell people what products 
and services you sell. 

You can tell them, at low cost, in the classified 
(yellow) pages of your telephone directory. Your 
business can be identified at every suitable classi- 
fication, 

We suggest that you look in your directory and 
see what complete buying information many firms 
give to prospective buyers. It pays. Here is what one 
dealer writes: “My spaces in the yellow pages have 
been responsible for a number of new customers.” 

Call the Directory man at your telephone busi- 


ness office. 
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ROGRES 


PARADE CONTINUES 





WITH 


Te 





AND STAYS SOLD! 








In the cut-away view above, we show you a combination of 
built-in features that account for Progress’ greater cleaning 


efficiency in the home . 
your showroom. 


. its greater sales productiveness in 
Take each feature one-by-one, and see if 


they don’t “add up” to the kind of item that will make more 
money for you and assure greater satisfaction for your 


customer. 


A. BAG INSIDE CYLINDER—elimi- 
nates escape of dirt and dust back 
into room. 


B. GERM TRAP—filters air, freeing 
it of harmful germs and any fine 
dust that may seep from bag. 


C. 3-STAGE FANS—give Progress its 
whirlwind action and cyclone suction. 


D. BLACK & DECKER 500 WATT 
MOTOR—provides super power for 
Progress’ cyclone suction. It's 
trouble-free—no oiling or greasing. 


E. STEP-ON SWITCH — eliminates 
bending and stooping. Just tap the 
button to start and stop. 


F. NON-METALLIC, SOUND-DEADEN- 
ING CYLINDER—assures quiet opera- 
tion; will not dent. 


G. RUBBER MOTOR MOUNTINGS— 
protect the motor and fans from 
harmful vibration. 


H. 3-POINT SUSPENSION—on soft 
rubber wheels—prevents scratching 
or marring; provides easier opera- 
tion, eliminating all “drag.” Equipped 
with brake on front swivel caster. 


1. CONDENSER—eliminates all radio 
interference. 


Note especially how evory spock of dust and dirt is stopped before it reaches 


the fans . 
at the rear 
sanitary cleaning 


only pure. dust-free cir passes over the motor and is exhausted 
This not only prolongs motor lIife, but assures truly thorough, 


SEE YOUR DISTRIBUTOR —- OR 
WRITE FOR FURTHER DETAILS 


THE PROGRESS VACUUM CORPORATION 


CLEVELAND ~ 


" OHIO 
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ABC Ironer 


e Altorfer Bros. Co., Peoria, Ill. 
Device ABC Cabinet ironer YF. 

Selling Features 26 in. roll and shoe; 

new thermostatic heat controls cal 


WHY PROGRESS 
SELLS EASIER 


rated for ironing linen, cotton, 
l, silk. and rayon; 2-speed roll 
adapting 
speed to type of article being 
oned; fully open end; 3-point sus- 
pension; 1/6 h.p. rubber-mounted 
Westinghouse motor; 1475 watt el 
ment ; knee control; automatic press- 


yperation makes _ possible 


ing lever; streamlined white lacquer 
abinet with black trim; 12 in. end 
ir - e,. 
panels lower to horizontal position 
hen cabinet is ypen.—Electrical 
ler mdising, September, 1939 


I 





WESTINGHOUSE Fan 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


Device Floor-Aire portable floor fan 
Sellin Features Walnut - finished 
grilled cabinet may be placed any- 
where on fl Or; deep pitched ultra 
juiet Micarta blades; adjustable 
lifferent directions of air stream 

rough 40 deg. angle 950 cfm 


maximum capacity; 2-speed switch; 
notor operates on 110 volts, 60 
yceles; 55 watts.—Electrical Merch- 
mdising, September, 1939 


v 


ad 


CAFEX Coffee Makers 


The Harttord Products Corp., 
Hartford, Conn. 


Newly designed Cafex coffee 

ike vit! vice mouth; and 
Knockabout Cafex vacuum coffee 
lling Features \ll glass model of 
molded cover for upper 
bowl and a molded tea stopper for 


1 
wer bowl are available; 2-heat 


stove; Knockabout model e« 
with unbreakable Moldex upps 
and wide mouth Pyrex lower b 


Prices All glass model with 


cover and tea stopper $4.45; K 
about with stove $3.95 
Merchandising, September, 193 


too 
irrange 


eaner 





mat 


Improved FRIGIDAIRE 


Frigidaire Div., General Motors Corp 
Dayton, O. 


Device \ solid brass 





TT t t 
} } } 9 eter ] 
double width nas een itrodu 
as an additional convenience tea 
to the popular priced Super Va 
og”? } } +r 1, 
ft) 


model which was introdu 
early this year Ice freezing capa 
remains same but more storage 4 
has been provided for frozen ik 
meats and other foods needing 
iIreezing temperatures It also 


cludes increased space in free zer 
well as larger cold storage tra 
below freezer.—Electrical cr 


. “ 
andising, September, 1939 
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HOTPOINT Ranges mi, 


mM ; 
Edison G. E. Appliance Co., Inc., ing 
5600 W. Taylor St., Chicago, Ill. _ment 

Models 2 special campaign ranges e114 


109RB12 Exposition and 109RC7 


s¢ 

World’s Fair. 
Selling Features: RB12 Exposition 

model equipped with 1 Hi-Speed 
Select-A-Heat (5-heat) Calrod ar 

2 Hi-Speed 3-heat Calrod  surfac 

units; 6 qt. Thrift cooker; battleship 
construction; oversized directional! 

heat oven; Monotop; matched de 

sign; cooking top lamp with 
chromium finished shade and bla 

Textolite shelf containing Tim 

Chime for timing cooking from 

to 30 min; automat ven ten 

perature control; oven pilot light 

hi-speed broiler rd Tel 1-motore I 
self-starting oven timer-clock at a 

ditional cost. 

RC7 World’s Fair model has 

Hi Speed Select-A-Heat (5-heat 

Calrods and 6-qt. Thrift Cooker 

oversized Directional heat over 

Monotop; automatic oven tempera San 
ture control; oven pilot light; larg 

utility drawer; 2 additional utility di 
drawers may be added in base b Pe 
removing front panel at additional - 
cost; warming unit; Timer-Clock en 
and lamp available on this model at lec 
additional cost.—Electrical Merch ice 
andising, September, 1939 Se 
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UNIVERSAL Hot Plates 
Landers, Frary & Clark, New Britain, Conn. 





Models: E 


Qh? 


1 
singic 


hotplate ; 


No. 





E 2952 and E 1950 twin hotplates. 
—— Selling l’eatures Single unit equipped 
with 1-1000 watt 64 in. Universal 
unit; cooking top 8% in. square; 3 
heat switch; totally enclosed con 
ruction; white porcelain 
Twin unit, totally enclosed, equip 
; ped with two 64 in. Universal 
t controlled by 3-heat switches ; 
650 watts, left 1000 watts: tor 
wide, 184 in. long. E2952 white 
porcelain enameled; E1950 _ black 
japanned top with black enamel 
HOOVER Cleaner crackle base and each unit 660 watts 
<j] , j } —_ 
The Hoover Co., North Canton, O. ting gs OE, Se 
D J. 


Norca line 
idjustment 


screws 


treamlined 





Knesses ne 
ush lust 
al brushe Ss 
ing rca h in | 
ew desig 
nat Vv 
El won MODERNAIRE Oil Space 
1939 Heaters 


E 














TWO NEW 


STARS 


MAKE 


THEIR BOW? 








S 
ELECTRIC RANGE 


The Globe Machine & Stamping Co., 














Corp 1200 W. 76th St., Cleveland, O. 
Vodels; DeLuxe Modernaire oil burn RS 
ing heat circulators 
- tage Selling Features Heats by radiation 
= and circulation; standard Breeze pot 
va tur } - 2 $e 1 } + 
type yurner, tamper proot neat con 
rol valve; automatic draft control: 
' humidifier; constant level safety oil 
valve -< rust resisting sile nt Tume 
o tight; odorless; stainless steel glow 
S ing-flame grille in center of cabinet, 
. stainless steel grille also circles tront 
= ind side cabinet base; 2-tone brow1 
# ipple finish: 3 sizes; 3 standard 
sini models ilso available Eli frica 
list Septembe 1939 
... STARS SPARKLING WITH NEW BEAUTY... 
eee . 
NEW FEATURES ...NEW PROFIT OPPORTUNITIES! 
CROSLEY Refrigerators : ; 
The Cresley Corp... Clacieacti, O. These new White Star appliances demonstrate the 
Leader and Char S] advantages of ‘“‘pooled”’ purchasing power, engi- 
§ 
r ‘ neering genius and manufacturing facilities. Every 
ipa ; appliance of both lines represents the highest stand- 
Pier y + toa ards of quality and efficiency. Yet they are priced 
i | —_ q ) ; j 
on Coe fi. ba down to the buying masses .. . the volume market. 
and » eVal i Y (ham 
las worcelain-enameled  tood 
srenitiens ec ane 2 te v ; WHITE STAR ELECTRIC RANGE FEATURES 
1utomati flo and ae oes ene ° 
Ce, ged d e cub ympa KELVINATOR Washer a * 6-position, 5-heat switches * Full 
it. , ee Kelvinator Div., Nash-Kelvinator Corp., ito size porcelain lined oven * Super- 
ing 2114 50) " peg Sa Detroit, Mich. powered oven unit * De luxe broiler 
OO R( i é ’ ? . one . ; , j e 
. ter 193 bel: 7IL low-priced wasne —_—— * Extra-heavy insulation *® Spacious 
I] / f 5 rge 20 gal. tub 1 
* — sh wes: La ye" fit r ys storage compartment * Full auto- 
IDS ary apacity V L¢ nis i 
ape v white porcelai irge wring matic package 
a 3 \ end pressure reset; automat 
= = waterboard; balloon 1 bar pres 
tiona i sure release; adjustable pressu WHITE STAR WASHER FEATURES a") 
id all types Of fabrics, sient mie ral : ; ; =: ai. 
with FI rge “Fi *% Oversize porcelain tub *® Quick- _———— 
1 ‘ pern ' : : 
An ; hen action drain *® Hardened steel wringer Fy 
song in ght a gears * Full two-inch pure para rub- <x “a 
By: » berrolls %* Large, vane-type, cast alu- 
sto minum agitator * Agitator with ‘‘lock I~ mat 
"Ss nut’ and puller features * Rustproof y i 
as steel, baked enamel finished tub cover y 
oke SAMCO Heater This year, more than ever before, there is real money in the STARS for you. 
VE 
per S / i ° 
4 irg a — on ng Co Builders of Home Appliances since 1&9 
elie . , For full particulars and specifications, fillin 
a lel: Samco bathroom heater No. 21 DETROIT VAPOR your nam. aud add ess and mail NOW! 
- cd the tee ee ath STOVE DIVISION [ie 
OCK 2 ’ ie : ty ! WiGe, 4 4 = Add ~— 
del at leep; 1000. watts Borg-Warner Corporation m sa 
fer $6.90.—Electrical Merchandisir Detroit, Michigan sad 
September, 19039 State M 
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Ehooutca. 
ALM AMALIA MLL AMA 
- 
T s 10 
HESE guar- lers 
UNIVERSAL Washer anteed bi- ok ee 
metal indica- ~ < 
Landers Frary & Clark, New Britain, Conn. tors add greatly to the sales appeal book ha 
ape - of low-priced products — at very an actu 
Vode Universal Deluxe model little additional manufacturing cost. reign Ses 
F928 without pump and E1128 with Indicators shown (actual size) are y us 
ree ee Se ee ee os supplied to manufacturers of elec 1a co 
pum tric irons, waffle irons, sandwich vrite W 
¢ i ires 8 lbs. capa new toasters, electric broilers, etc. Stock Mansfiel 
i = a , 1 : indicators supplied in wide range of mud “* 
cag TeasUres Gecp skirt wide styles and prices without tool (noth 
tainless steel band;  straine pre charge. Special heat indicators de eral put 
ts cloggin ‘ mp. easilv re signed to meet requirements for wer 1 
a = ae : 1 | stoves, ranges, etc. : 
ve Oo ining Satety switch jome O 
its oft noto 1 case of over * FOR will ope 
vad or stalled wringer; improved QUOTATIONS saws, re 
eavy duty, wide, triple vaned, agi appliane 
catine designed Pa tae ; < ail send sampl« 
.. 5S" : fevelop upper art product, blu 
yer water currents: extra size »rint — 
ew ‘ ‘ locks in sketches and EI 
EA ted; auto- uantity to be 
i Vale vandy I 1] used. ‘Cove 
eleas > adjust- , 
ment vith indicator for proper Adequa 
e " a PO gies ery (Est. 1916) 4 new 
tee different ma- | 
- ; ison 
/ J terials; friction driven pur hite . P : 
el wtts Rpg tre gnc | er nt Germanow-Simon Machine Co. Ave., D 
5 ts - ; f Vv 
baked enamel finish trical 437 St. Paul St., Rochester, N. Y. Arg s 
. E a Merchandising. Sentem! re gi 
2 4 4 2 * “e . : ' Makers of Liquid Level, Pressure formati 
FO Ving os Ah sg v icat 
AP ey . Ss , and Heat Indicators 
"s toa : ~ ™ 
I ie ea — 
Listi 
HEADED iG REN ELECTRIC | I , iS 
SELF-STARTING | = 
DIVISION OF of the 
| b woke 
HE sensational Big Ben Electric has the famous 2-Voice STEWART WARNER CORPORATION 186° 
I Chime Alarm—current interruption signal, streamline de- 
sign, sturdy motor. This popular Electric is the leader of a full 
8 pol 7 ARVIN Heaters 
line of nationally advertised Westclox Electrics—time clocks, } 
- : ° P | 
alarm clocks, wall clocks—a few of which are shown here. Some a — Inc., 
are self starting, some manual starting. Some have plain dials, columbus, lad. 
others luminous. All have a ready made market because West- Device Arvin fan-forced electric cir- 
clox and Big Ben mean quality the world over! Westclox Elec- “wie Yoana 0 
trics retail at from $2.50 to $6.95. Westclox, LaSalle-Peru, cling features 2 Deluxe models 


identical except for finish—one fin 


Illinois, Division of General Time Instruments Corporation. ished in ivory and maroon enamel MANUFACTURERS 
with hromium grille; the other 
) 


ille; 
BACHELOR self-starting COUNTRY CLUB electric model in tan and brown morocco 




















vith hromiu orille- } . 
electric alarm. In blue alarm. Manual starting. oer romium grille ; both Deluxe OF HIGH GRADE 
or black finish, plain Ivory finish with lumi- models lave toe switch control, 
dial, retails at...$3.95 mous dial. Retails at which eliminates stooping; red indi 
See ee ogame 2 | 70M AND ALUMINUM 
nous dial, retails at $4.95 plain dial, retails at $2.50 place glow” when heater is on and 
warns against leaving on when not ALLOY DIE 
m, lesired 
hy \} PITTSFIELD self-starting ANDOVER electric time [Two lower-priced models employ 
> ‘ electric alarm. An ultra clock. Manual starting. moe rinciple of heat circulation nd 
[ AS |} ’ irt Westclox in ivory Strikingly designed in so ce reid D — Sefer lel Fay CASTINGS 
rh oA le f h, gold color trim. glass with nickel trim. A iwbuuONL as < i, models, < 
ry Pleasing gong alarm. R beautiful Westclox. Re- t © green ecnamei and green morocco 
bo tail “Ress a $5.95 tail t $4.95 finis! ° e 
yew oe ere ’ sils a a finish x 
All models operate on 110 to 125 
| volts a. c. only, 50 to 60 cycles; 4535 FULLERTON AVE 
~ ’ 1 ‘ . 
MANOR self-starting elec BELFAST electric wall N rome helical coil elements; in 
t wall clock. Four clock. Manual starting. luction motors with 2-blade_ pro- 
olor combinations give Gracefully styled and peller fan: no radio interference: CHICAGO, ILL. 
ers a choice to beautifully finished in heaters fully enclosed in heavy gauge 
orm with any dec choice of three colors— ® 4 tl : vith rubber feet _ 
orative scheme. Retails ivory, red, green. Retails J pose Saw Ww : on a : 
, $3.95 - Hi ...-.$295 @ REP ) \ sales building counter display EASTERN PLANT 
| A lemonst itor is offered free to Arvin 38 AUSTIN AVE. 
Order from your Wholesaler jobbers. BRIDGEPORT, 
Pri es: Deluxe models $9.95 _ and CONN. 
Vitti ke) Makers of Big Ben and his family of springwound clocks, electric $8.95; lower-priced models $4.95 and 
clocks, wrist and pocket watches . . . priced from $1.25 to $6.95 $6.9 Electrical Merchandising. 
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NEW BOOKLETS ISSUED 










TORRIDHEET EMERSON 
new folders—one on the Torrid The Emerson Electric Mfg. Co., St. 
_conditioning furnace and one Louis, Mo. have issued four new con 
ridheet oil-burner boilers—have | sumer fan folders for dealer distribution. 





issued by the Cleveland Steel Prod 
Company. 





Exhaust fans, kitchen 


ventilating fans, 
folders in home cooler fans for window 


installation, 






Four-page 





they describe and illustrate the | and attic fans are respectively described 
ind include technical specifications and illustrated in each of the four book 
let 
icls. 





WESTINGHOUSE 
new Kitchen Planning Manual. NATIONAL ELECTRIC PRODUCTS 
essed especially to the trade, has A new catalog and handbook on “plug 


been published by Westinghouse 
It is a ical book of kitchen-plan 
fundamentals and standard kitchen 

tor architects, kitchen engineers, 

lers and retailers of kitchen equip 
complete electric kitchens. The 

edited that 
ictually install kitchens 


ising the 


National 
ircuit wiring, 


Ask fo 


in strip”, 
method of « 
by that company. 


Electric Products 
has been issued 


Form No. 105 


pract 


has been so 


STEWART-WARNER 


retailers 
and cabinets 
made available 


information review of 


\ pictorial 


the complete 

















1 complete text For this manual Stewart-Warner radio line is displayed 
vrite Westinghouse Electric & Mfg. Co in an original condensed manual now 
Mansfield, O being distributed to dealers. The two 

\nother new booklet discusses a gen color manual exhibits 25 sets, 15 of 
eral purpose motor in }- and 4-horse which were introduced at the recent con 

ver ratings, ready to plug into any | vention. 

me or workshop outlet The moto: 

operate grinding wheels, drills and 
saws, replace washing machine or home 

liance units, at low cost LANDERS, FRARY & CLARK 

Ap i s th 

titl g recently issued by 

EDISON ELECTRIC INSTITUTE | Clark, New Britai 
( t contains complet 

Covered Neutral Cable Helps Sell descriptions and illustrations of the entire 
Adequate Home ring” is the title of Universal line of small appliances includ 
a new booklet re published by the ing mixers and cleaners. The new Devon 
Edison Electric Institute, 420 Lexingtor shire pattern is featured throughout 
Ave., New York City The whole I 

yvered neutral cable is thoroug 
gone into and the booklet is if 

mation of adequate wiring GENERAL ELECTRIC 

Containing for the first time all perti 
ent data on G-E Mazda _ photoflash, 
JESSE COMPANY photoflood, and enlarger lamps 1s a 
Listing 4,581 items and 2,911 illustra ae a a = 
the 1939 catalog of the nen, ines ithin its ou pages are packed th 
1 ’ ’ answers to al juestion nost Ir¢ 
Chicago, 1s the irgest : ' , 
; 5 quently asked of Genera eng 
P 1eers during the pa yea I eveal 
salient facts perta g ill e ne 
} lamps roduced recently by the 
GRAYBAR G-E lamp department 
The new leaflet Inte led f all p 
Commemorating the 70th sa ographers us G-] amp s 
the Graybar Electric Company, a nev ivailable through G-! tolamp dealers 
booklet called “The Story of Three Eras ind tl Lamp Depart Gene 
1869-1939” has been publ shed Electri at Nela Park, Cleveland 





Frank S. Gibson, Jr (center), New York divisional manager for the Gibson 
Electric Refrigerator Corp., shakes hands with Ed. F. Edsall who takes over the 


territory. Frank goes to headquarters at Greenville, Mich., to become secretary- 
On the left is Bill Browne, back from abroad, to take 
over Edsall's old territory which includes Colorado, Wisconsin, the Dakotas 


Nebraska, lowa and Minnesota. 


treasurer of the company. 


ELECTRICAL MERCHANDISING—SEPTEMBER, 1939 








WRINGER SAFETY 









Only VOSS has 
Both Mechanical 
and Electric-Stop 


S 


DOUBLE-ROLL STOP SOON TO BE REQUIRED 
FOR UNDERWRITERS’ APPROVAL-VOSS has it 


Unquestionably the world's greatest Wringer Safety. 





Why jeopardize 


your responsible position in your community, by selling a washer less safe? 


VOSS also has ‘Floating Agitation" 
Demonstrate these 


clean top suds. 


(also patented) that washes in the 
"advantages —your trade will recog- 


nize these exceptional values—and you will sell at your desired profit 


Write for Tested VOSS Sales Plan. 


OSS BROS. MFG..CO. "7"; 
The Home of the Famous KITCHEN TABLE WASHER 


Sales beyond anything they 





expected are reported by 
the A. J. Lindemann & 
Hoversen Co. of Milwaukee, 
Wis. Yet such quick-won 
popularity is readily under- 
stood, when you consider the two 
big advantages offered by the 


“Castleton” electric range: 


1. Flush-with-wall design...fitting 
this range for the modern built-in 
kitchen. 


2. Standard one-piece Monel top 
and back rail...assuring a sturdy, 
easily cleaned work top with no 
unsightly crevices. 

Because Monel is strong, tough, 


rust proof and chip proof, the 


“Castleton”... like any other Monel- 








-burne wmge with 


Lindemann & Hoverson sia 
Monel to; 


standard one-piece and back rail. 


topped range...will retain its good 
looks and ease of cleaning for years 
to come. Write for further infor- 
mation on electric ranges with 
Monel tops. Ask for names of mak- 
ers. Address: 

THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street New York, N.Y. 
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Ro// Gall 
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Roll call of washer-ironer manufacturers and 
suppliers who are cooperating in "National 
Washer-lroner Week" and whose messages 
appear in this issue of ELECTRICAL MER- 
CHANDISING— 


WASHER-IRONER MANUFACTURERS 


Apex Rotarex Corp. 

Armstrong Products Corp. 
Automatic Washer Co. 

Barlow & Seelig Mfg. Co. 

Barton Corp. 

Bendix Home Appliances, Inc. 
Blackstone Mfg. Co. 

Crosley Corp. 

Detroit Vapor Stove Div. Borg-Warner Corp. 
Easy Washing Machine Corp. 
Edison General Electric Appl. Co. 
General Electric Co. 

Norge Division, Borg-Warner Corp. 
Voss Bros. Mfg. Co. 

Westinghouse Elec. & Mfg. Co. 


SUPPLIERS TO 
WASHER-IRONER MANUFACTURERS 


American Rolling Mill Co. 
Belden Mfg. Co. 

Black & Decker Electric Co. 

Bliss & Laughlin, Inc. 

Briggs & Stratton Corp. 
Carnegie-lilinois Steel Corp. 

E. |. du Pont de Nemours & Co. 
General Electric Co. 
International Nickel Co. 
Johnson Rubber Co. 

Lovell Mfg. Co. 

Parker Rust-Proof Co. 

Randall Graphite Products Corp. 


Stewart Die Casting Div. of Stewart Warner Corp. 


Sunlight Electrical Div. of General Motors Corp. 
United States Steel Corp. 
Westinghouse Elec. & Mfg. Co. 
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|'Washers Need a Pushover | 


Argument 


~LBERT HUBBARD and Jason 
kK. Hurley tell a story of a lamp 
salesman who walked into a grocery, 
and stood one of his lamp chimneys 
on the edge of the counter. 

“Toe,” he said to the grocer, “I want 
to show you a new lamp chimney. 
It lets out 





a lot more light because | 


the sand we make it from is cleaned. | 
We go to the trouble of washing it. | 
[his chimney does not get as dirty 


hecause we have discovered that soot, 


while it has an affinity for glass, never- 


theless will not travel more than two | 


inches. By making the top of the 
chimney a little bit wider we bypass 
this soot from the flame of the lamp. 
In short, we have discovered just the 
right size to make the lamp chimney. 
We have made some this big (business 
of putting his two hands close to- 
gether) and this big (suddenly spread- 
ing his hands wide apart). My good- 
ness— r 
As the shot his hands 
ipart he hit the lamp chimney and 
knocked it on the floor. 
“IT forgot to tell you that 
lamp chimney is non-breakable.” 


salesman 


he said, 


“Oh, yes,” | 


“T’ll take twelve dozen of them,” | 
said the surprised grocer. 
Washing machine selling, in the 


opinion of Jason Hurley of the Hurley 
Machine Company, today needs selling 
demonstrations that hold back the over- 
whelming argument to the last and 
punch the sales through. Other sales- 
men tossed lamp chimneys on the floor 
is they entered grocery stores, and 
were considered merely smart alecks. 
\ fellow who talked of little advan- 


tages and then smashed home with the | 
big ones caught his prospect off guard | 


ind clinched the sale. The retail man 
who holds back his big artillery argu- 
ment until the last will sell a lot more 


washing machines. 


Advises Inspection Before 
Trading in Refrigerators 
ITH 


electric 


one out of every three 
refrigerator sales in 
| Atlanta carrying a trade-in, it will pay 
department stores and dealers to send 
out inspectors to take a look at refrig- 
erators being offered in trade, is the 
cpinion of R. B. Shelley, manager of 
redio and refrigerators, with Rich’s 
| Atlanta, Ga. 

“In most cases two out of three of 
these trade-ins can be salvaged at a 
profit,” Mr. Shelley maintains. “But 
I have known of an instance where 
out of $800 allowed on trade-ins only 
$45 was realized as profit, due to set- 
ting down a blanket deal.” 

Mr. Rich is an advocate of the use 
of uniformed men in the service de- 
partment, and he believes that depart- 
ment stores should carry enough men 
so that they will not be overloaded. 

One of the innovations he has made 
in his department is to place the smal- 
ler appliances in brilliantly illuminated 
backgrounds which make them stand 
| out in the eye of the casual visitor to 
| the department who previously had 
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This small 
RANDALL Bearing 
does a hig job 
unseen and unheard 





Another year and another national 
washer and ironer week! And 
th ds upon th ds more Ran- 
dall bearings in the field doing their 
job well for the emancipated Ameri- 


can Housewife. 





The lifetime performance of Ran- 
dall bearings gives her no worries 
from bearing failures by assuring 
perfect bearing operation of your 
unit, 


Recognizing how important it is that 
there be no bearing failures when 
machines are in use, many manu- 
facturers have standardized on Ran- 
dall “bearings and have proved 
through actual field operation that 
they could not have made a better 
choice. 


RANDALL GRAPHITE 
PRODUCTS CORPORATION 


609 W. Lake St. Chicago 























COLD FINISHED 
STEELS 


contribute their 
quota of quality 
to 


WASHER-IRONER 
Equipment 


when used for 
Vital Parts 


COLD DRAWN BARS 
GROUND SHAFTING 
LEADED STEELS 
SCREW STOCK 
ALLOY STEELS 


eee 
The best of success to 


National Washer-lroner 
Week 


BLISS & LAUGHLIN, INC. 
Harvey, Ill. Buffalo, N. Y. 
Sales Offices in All Principal Cities 
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yer ooked them. In his radio depart- 
ent he has added records, and is 
thinking of sheet music as a means of 
increasing traffic. 

One of the suggestions Mr. Shelley 
makes to small dealers—which he 
trankly states would not apply to de- 
partment stores—is the centralization 
‘rvice and delivery of refriger- 

At present only 25 per cent of 
mall dealers in Atlanta have serv- 
departments, and this seriously 
ripples them in the mind of the pro- 
spective customer. <A _ centralized 
service and delivery system would 
greatly expand their usefulness and 

9 so at a small cost to themselves. 





The Mayor Got a Crick 
in His Neck 


While it was funny, New Orleans 
conditioning men declare the fact 
iat the mayor of New Orleans got a 
rick in his neck from too much air 
‘onditioning right when the industry 
vas Opening up, has had a bad effect 
the business. Politicians particu- 
rly welcomed air conditioning when 
was first introduced in New Or- 
leans and a lot of them put it in, 
ncluding the mayor. They wanted it 
‘old, and they got it cold in their 
ffices, which was not the way to do 


ind there was reaction. 


J. ©. Creary, Frigidaire, New 
Orleans, picks specialty shops as best 
air conditioning prospects, and early 
in the morning on a hot day as the 
best time to sell them. 


“Today,” declares Jim O. Creary, 
inager air conditioning and com- 
mercial department for Frigidaire, 
he best prospects in New Orleans 
e the specialty shops. The best time 
call on a prospect is early in the 
rning on a hot day when he is just 
riving at his office. Used to coming 
out of the hot boiling sun, and sit- 
ng in a sweltering office, a demon- 
ration with a room cooler at such a 
ment will usually push him over 
mpletely.” 
Price stability, Mr. Creary feels, is 
cessary to sell room coolers. Busi- 
ss is hurt when prospects feel that 


waiting they can get a lower price. | 


| 


not wey dealer sets 


a ‘ 
this Sunny smile 


slic 


°S 
4% 4% 
To* 


° 


| | t°s reserved for the 
dealer who sold 
her a SUNLIGHT- 
POWERED MACHINE 


To a woman, the purchase of a new washing machine is an exciting 
and important business—like buying a new car is to you. Her washer 
plays a big part in her life. If she is satisfied with the washer she buys 
—if it gives her years of dependable service—then the dealer who sold DEPENDABLE 


it to her is a friend. WASHING MACHINE MOTORS 
FOR TWENTY-THREE YEARS 


Because Sunlight motors are smooth-running, trouble-free, and 


equipped with bearings that require no oiling during the life of the 











motor, the dealer who sells Sunlight-powered washers can count on 
this “sunny” smile. It means that the washer has lived up to his 
promises—that the customer is well pleased with both the washer and 
the man who sold it to her—and that she will come back to him when 
she needs a new washer. Sunlight Electrical Division, General Motors 
Corporation, Warren, Ohio. 


SUNLIGHT MOTORS 
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sur" 
ready to 

take their place 
The Big Week of 1939 
‘ELINA Portable Tubs are ready to 


make National Washer & lroner Week a really 


BIG event. Sturdy. good looking, merchantable 


help vou 


CELINA Portables make a most convincing sales 
closer when offered in combination with other mod- 
ern home laundrs equipment, They come in colors 
Women 


appreciate their 


to match all leading makes of washers. 
recognize their quality at a glance 
strength and rigidity like their attractive finish. 
And when this special week is over, you can go 
right on selling CELINAS the vear around, either 


in combination or on their own. Write or wire for 


mplete description ind new schedule of prices, 


THE CELINA MFG. CO., Celina, Ohio 





CELINA Tubs are packed 


either 


singly, or nested 
three tubs in one carton, 
Nested packing effects a 
substantial saving in both 
and storage pace Made 


upiin either twin or 


transportation charges 


single models 


National 
Washer - Ironer 
























=m Week 





THE IMPORTANT 
ELEMENT IS THE 
HEATING ELEMENT 


No element of risk if 
the heating element 

“TOPHET” the 
original long-life nickel 


chrome. 


WILBUR B. DRIVER CO. 


NEWARK, NEW JERSEY 








Do Cooking Schools 


PAY © e@ e eo Shelley Electric, Wichita, finds the answer 


By Norman Jacobshagen 


Pye = 


*. 
-Y SOUt wttee Bre 





Salesman-cook Robert Richards and Sales Manager Milo Graham 
beam over the perfect results of their sales-floor cooking 


: 
«} 


\ \ ] + ] ] 1 } + } ] ] 
LN electrical dealers have at rie or three designated fir 


wondered for a long time just one of which was Shellev Elect —— 


+ why they participate in cook- Company. 
ng schools You pay your money Too often the management of 
ind spend your time. What happens? fortunate focal points content Pre 
\ bunch of women get some new selves with hoping that the wome 
recipes, hear your name mentioned as_ will buy something as they come i 
i sponsor, and one of them wins the’ to deposit their stubs. Unfortunatelh 
grand attendance prize. The usual this situation seldom a ze 
result? A glad sigh that it’s over till Store traffic increases, sales « 
the next one comes along and the cooking school is damnec 
In Wichita, Kansas, Milo Graham, Realizing the futility of sitting « 
sales manager rf Shelley Electric his hands and hoping, Milo Grahar 
ymmpany, decided to prove that cook- organized some tactics that W 
ng schools are good for something make the women look, ask onal m 


vesides leadaches and red ledger and sell themselves on electric cooker 
gures. Prove it he did to the tune’ and refrigeration. 

f six electric ranges and nine refrig- A banner-decorated window cal 
rators sold during the week of the attention to the electric range and re 

ional Live Stock and Meat Board frigerator displayed there. 

woking School floor stock gave the women a = E 


First off, he asked the sponsoring to examine more closely the alien 
vspaper if they would allow him to they had seen used on the cooki 


rk up the electric range and refrig school stage. 

itor part of their promotional sec- He put chef’s hats and aprons 

yn. Although such active participa- his salesmen, gave them some recipes é 
yn was unprecedented, the newspaper and told them to = cooking. C 


is quick to say yes. The result was they did. 
t double 


“On the display floor rang 
page spread of advertising tl 1ey prepared oven me = pi es, me 
nd news features that gave an inter- 
sting and c my 


cookies. The Savory aroma of cooking 
yrehensive story on food and the sight of obviously 
skilled men 


really stopped the women 


ectric cookery and refrigeration. 
Possibly 


st often the 


working at the rang 


because newspapers are They tast 


instigators of public he delicious food. (It was deliciou 





woking s the usual sttiende of They asked questions and sold the 
participants is, “take the least amount selves on electric cookery. “Hump! 
f advertising space possible.” Gra- if those dumb men can do that well 
ham reversed this idea and used a_ guess I can too.” 


large ad that dominated the double Well, it was a lot of work and 
ie spread lot of trouble. But the result—6 rang 
\s part of the promotion, a refrig- and 9 refrigerators—is worth a 
rator was given away on the last of trouble and work any time. In 
iy of the school. In order to be dentally, the result should be conclusi 


ligible, it was necessary for the proof that cooking schools do pay-— 


women to deposit their attendance stub if they’re treated right. 
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Installation of Two Curtis Store and Office Coolers 


in the Sonice Buffet, New York City 


























48 Air Cooled Units 
45 Water Cooled Units 
', to 30 H.P. 
































REFRIGERATION 
A1@ CONDITIONING 
com Cras 








“Builders of Condensing 
Units Since 1926” 


The Completeness of the CURTIS Line 











1975 Kienlen Avenue 


Assures - - - 
the Correct 
Equipment 
for Every Air 
Conditioning 
or Refriger- 
ation Need! 


HETHER you buy, sell, install or specify air 
conditioning or refrigeration equipment, 


there's a Curtis unit that fulfills every require- 
ment. Curtis covers a wide range of markets — 
makes possible greater sales. And you can 
specify Curtis products with absolute confidence. 

The Curtis Store and Office Cooler fulfills the 
air conditioning demands of all classes of retail 
establishments. It's a complete, factory designed, 
packaged air conditioning unit. It mechanically 
cools, dehumidifies, circulates and filters the air 
—is quickly and easily installed with only water 
and electrical connections needed — adaptable 
for heating, too. It is offered in 3 and 5 ton sizes. 

The Curtis Line of Condensing Units includes 
sizes from 1/6 H.P. to 30 tons air and water 


cooled —also unit coolers, coils, evapora- 
tive condensers, etc. Every Curtis product is 
precision engineered to deliver economical, 
efficient, care-free performance throughout 
an exceptionally long life. 


wo Si-eei-g CURTIS REFRIGERATING 
MACHINE COMPANY 


Division of Curtis Manufacturing Co 


St. Louis, Mo. 
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Now Superlite goes national . . 
tomer-readers of the Saturday Evening Post and Collier's. 


Think what this means! To a point-of-sale seller that’s an out- 
and-out “‘natural’’ is added the tremendous push of national 
recognition . . 


And remember —every SUPERLITE sale is a full-profit sale with Fair Trade protection! 


WABASH SUPERLITE 


THE MODERN LIGHT CONDITIONING BULB 





wom ONE LOOK shows 
the DIFFERENCE! 


Neu Wabash 
Superlite 


a 


.. and that Difference Sold Millions of 
WABASH SUPERLITES during the last 8 Months! 


WABASH SUPERLITES get the 
tremendous added push of 


NATIONAL ADVERTISING 





months Wabash Superlites hit the *°*5,000,000-sold"™ 


for a record that comes once in a lifetime in the standard 
staple field! And they did it without national advertising . . . 
purely on display and demonstration! 


. advertised to millions of cus- 


. national pre-selling! Your customers will know 


about Wabash Superlites before they even enter your store! 


Make the most of Wabash Superlite national advertising . . . Wa- 
bash Superlite profits. Get the details of-the Display Deal below. 


A complete Light Conditioning 
department for your store! 
Featuring all fastest-selling Superlite 
sizes. With FREE all-metal display 
stand, electric bulb tester and 6 extra 
60-watt Superlite bulbs! A complete 
Light Conditioning Department in less 
than 144 square feet of floor space! 
It's the deal that created a sensation 
in the electric lamp business! . . . 
Get full details from your jobber now. 
Or write Wabash Appliance Corp., 

2191 Carroll St., Brooklyn, N. Y 
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What is it Worth to the 


Customer? 


| VERY better quality appl 
_4 has a sales hurdle to ov 


before the customer makes the pur- 





chase, on account of its price. The 


way to overcome the natural reluct- 


ance of the prospect to pay more tor 
her equipment 1s, f course, to sell 
the quality features so well that she 
will realize that the appliance is worth 
the extra money which it costs. 

W. O. Johnson of Johnson’s May 
tag Store of McMinnville, Oregon 
has a way of doing this which makes 
the customer pay the additional dol 
lars and at the same time feel that she 
is getting a bargain when she does so. 
For he not only picks out the indi 
vidual sales features of the appliance, 
conveniences of service or construction 
which are not present in the cheaper 
merchandise, but he sets a year’s serv- 
ice value on them and gets the cus- 
tomer to agree. The figure he picks 
out is an arbitrary value, but so low 
that the customer is willing to agree 
that the feature under discussion is 
certainly worth that much to her. His 
talk is always so framed, incidentally, 
that the customer does agree. She 
says “yes” all along the line, unti 
when the final moment for decision 
has come, it is easy to continue the 
habit. 

“Wouldn’t this extra large easy- 
rolling castor on the washing machine 
be worth as much as 2¢ to you each 
wash day when you have to push 
around a heavy machine?’ he asks, 
after explaining the advantages of this 
feature. The housewife readily enough 
agrees that it would, thus accounting 
for a value of at least $1 a vear. Mr. 
Johnson writes it down. 

Adjustability in height and the fact 
that the washer can be made to stand 
even on a sloping floor that slopes to 
1 drain is, it 1s agreed between them 
worth at least $2 a year 


lis fashion they go 


( 
line of talking points which the partic- 
ular appliance he has been selling 
offers and each time Mr. Johnson adds 
i. figure to the value which the cus- 
tomer agrees these features would 
have to her. The total comes to, let 
us say, $8 a year. 

And now comes the chief advantage 
of the quality appliance—its long life. 
Some of the equipment they have sold 

still in efficient use after 20 years. 
But to be conservative, he suggests 10 
vears at least as its length of service. 
\ value ot SS over ten vears, comes 
to $80 in satisfaction and actual serv- 
ice which this appliance is going to 
give the customer over what she would 
obtain if she took the lower-priced 
article. Subtract this figure from the 
price of the quality merchandise, and 
it becomes obvious that it is in the end 
1 better bargain than the less expen- 
sive model. The customer makes the 
purchase with the satished feeling that 
she has received a very good value for 
her money. 

The particular sequence of argu- 
ment, of course, varies with whatever 
article may be under consideration, but 


the method is applicable to any sal 





lown the 


u 


CONGRATULATIONS 


-Washer and Ironer 
Manufacturers —on 
your second Annual 
“National Washer- 
Ironer Week.” 


As suppliers to the 
washer-ironer in- 
dustry, we “salute” 
the trade in this 
well-planned and 
timely effort. 


We urge distrib- 
utors. dealers and 
their salespeople to 
capitalize on this 
opportunity. and to 
“put their shoulders 
to the wheel.” 


JOHNSON 


RUBBER COMPANY 


MIDDLEFIELD 
OHIO 


Manufacturers of extruded, 
molded, and cut rubber 
products for the electrical 


industries. 
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EALERS! JOBBERS 


Here is the Only 
Complete Automatic 
Floor Renovator 


Priced to Sell for 


cy | 95 


WITH 4 
BRUSHES 








@ iT WAXES AND POLISHES 
@1T SANDS AND BUFFS 
@iT SCRUBS AND CLEANS 


The Woods Waxer opens the door to new 
promotions and sales opportunities. It is the 
first complete unit of its type to be sold for 
so low a price. Features include Wax Heater 


Switch; Pistol Grip Handle; Built-in Wax 
Tank; Oil-Less Bearings; Black and Decker 
Motor; Protective Bumper; Operates on 


A.C. or D.C. Current. Approved. We invite 
nquiries from jobbers and dealers. 


For Further Information Write 


WOODS WAXER CO., 11 W. 42nd ST., NEW YORK CITY 





BUILT-IN 
WAX TANK 





AUTOMATIC FEEDING 
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Parts, Services & Accessories 
UNDISPLAYED RATE: DISPLAYED RATE: 
$1.00 per line per insertion. Minimum 
charge $4.00. (First line in small black $11.00 per inch per insertion. Contract 
face type.) Fractions of a line count rate on request. (An advertising ine h 
as a line. Discount of 10% if full pay- is measured vertically %” on one 
ment is made in advance for 4 con- column There are 4 columns “48 
secutive insertions of undisplayed ads. inches to a page.) 

















“WOW TO MAKE SALES AND INFLUENCE PROFITS” 


Re- itm SWEEPER fo. | 





| FREE! = 





FACTORY MODERNI2 


Rees coum C LEANERS 


DpEeTRo:T MICHIGAN 
write TODAY to Re-New 


Sweeper Co., Detroit, Michi- 
an for new illustrated cata- 
ogs of ae cleaner parts 
nd cleane 











Air 


Complete Stocks 


17 


ee 





Conditioning and Refrigeration 
Supplies and Equipment 


Lowest Prices Speedy Serv 


Send for Big Fre« 
THE HARRY ALTER CO 


Catalog 
28 South Michigan Avenue, Chicago 


a ed 


SPECIALTIES 
Electric Mangle Pads and Covers 
All types and sizes, electric heating 
vacuum Ba rommge bags ill types. Oh 
tile Specialty Ce rf, 64 St., 














NEW ADVERTISEMENTS _ 





Copy must be received by 
month to appear in the issue out the fc 
ing month 


Clevelan 





the 30th .of t 


un 





RUBBER UPHOLSTERED 


TAUCKS 7 


SAFEGUARD = 
Your Profits! 
Use ORANGEVILLE 
TRUCKS for han- 
dling refrigerators, 
ranges, radios, kitchen cabinets, 


ete. Only 
with patented quick change ratchet nose. 


pletely rubber upholstered throughout. 
convenient sizes. 
on request. 
ORANGEVILLE MFG. CO. 
Co.) 


Orangeville (Col. Penna. 





truck 
Com- 


Several 
Descriptive circular and prices 


Manufacturers complete line of Floor Trucks 








9 





Find what you are looking for? If 
this or other advertising in this issue 


does not supply the information 
*s wanted, of parts, services and acces- 
sories, write 


Electrical Merchandising 
330 W. 42nd St., New York, N. 


Y. 

































































































































ine SEARCHLIGHT SECTION 
September, 1939 
(Classified Advertising) 
Alter Co Harry 82 Johnson Rubber Co 8! SELLING : WW N 7 ” $ MERCHANDISE 
American Rolling Mill Co 70 EMPLOYMENT : : BUSINESS 
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Fast BECOMING 
cas FAVORITE: 


Streamlined for Sales! 
Engineered For 
Economical Heating! 


it's surprising how ma more sales 
you can make with this attractively de- 
signed, low console model Silent sioux 
Oil Heater on display. Not only does it 
attract immediate attention, but it offers 
so many advanced, exclusive features, it's 
easy to close each sale. Its double-drum 
construction, syncronizea oil and draft 
control, and floor tine heat distribution, 
represent just a few of those outstanding 
improvements. Then its design is exactly 
what America wants to-day. Low, long, 








and not too deep modern to the 
nth degree. 

There are still many 
Dealers- profitable Silent Sinwx 
Distributors franchises available. 


Write to-day for de- 
Write To-day tails of the complete 


Silent Sioux line. 
Ask for Free Folder, “‘This Is The Pre- 
view’’. See these new models, including 


the new Silent Sioux Automatic Air Con- 
ditioning Oi! Burning Furnace Unit, pot 
type furnace burner, automatic storage 
type water heater, etc. America’s most 
outstanding line—made by one of America’s 
ploneer oil burner manufacturers. Write 
Be 3. “Sold Only Thru Independent 

trihutare '' 


SILENT SIOU 


ORANGE CITY ~ 


con. 





OIL BURNER 


IOWA 


NEWoow consote 
Silent StourWEATER 






Famou: - 

s Silen 

defies aig, 4 Sioux Triplex Burn 
troubles . Conditions any 












Here ib. the New! 











*round item. 


AUTOMATIC 
LM Be 


1X 


ITCHEN VENT FAN 





Dealers, display this new low-priced, quality-built Signal Wall 
Box Vent Fan—and watch them move. 
Profitable to handle and stock. 
envelope stuffers furnished free. 
fast selling fans on display, get one now. 


This is 


Display card and 


an all-year- 


If you haven’t one of these 




















































SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 


Offices in all principle cities 
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ly every large store there are 


Every Employee a 
Salesman 


fai 
more employees whose business is 
with other departments—office, credit, 
service, delivery—than there 
Many of them have contacts 
the public which give them a 
chance to learn of sales opportunities. 
Tull & Gibbs, large home furnishing 
store of Spokane, Wash., last year 
determined to enlist all of its 


are sales- 


men, 


1 ry! 

employ 

ees in its principle business of selling. 
has 


di- 


Out of 110 employees this store 
not more than 35 whose work is 
rectly selling. 

The e 
store picnic in August and there a 
plan outlined by which every one ol 
them was to align himself in the ranks 
whose business it is to sell 
the products of the store to the public. 
The province of non-selling employees, 
was, of course, to discover prospects— 


ntire force invited to a 


was 


of those 


the closing of the sale remained still 
in the hands of the regular sales 
force. 


Since that time in six months 1,200 
prospects turned in, to 
whom $35,000 worth of merchandise 
has been sold. Average sale on such 
“tips” comes to about $50. The elec- 
trical department has been among the 
special beneficiaries. Here is the way 
it works. A young couple furnishing 


have been 


| their home have made the majority of 


their purchases from Tull & Gibbs. 
At length they come to the credit de 
partment to arrange the basis on which 
payments are to be made. Here the 


| credit man, now enlisted in the ranks 
| of the sellers, notes that the kitchen 


| e . 6 e 
of the house is unprovided for. 


| want to 


| tor 


“You 
haven’t yet bought your range and | 
electric refrigerator,” he says. “They 
have special values in the electrical 
department right Don’t you 
go downstairs and talk to 
Mr. Vallandingham?” He sends him 
down with a card of introduction— 
and a $200 refrigerator is added to 
that bill of goods. Service men, de- 
livery men, all 


now. 


elevator have 

similar opportunities. 
A one per cent bonus 

the prospect 


men, 


is the reward 
f when the 


giver sale | 


| is actually made—a pleasant source of 





income to the employee whose extra 
word has brought in extra business. 





| skillet. 


| units-in-one” construction that puts 


economy feature 
that sells 


HROMALOX 


equipped ranges 







4 


No wasted heat, because the average 
range with Chromalox units has 
four different cooking diameters to 
choose from, giving a selection of 
sizes to fit any utensil from the 
smallest saucepan to the largest 
This is the famous “Two- 


|Chromalox range units apart from 


CABLE ano PLUG 


HEADQUARTERS 





Electromaster designed and Introduced the 
flexible cable and plug, for Electric Range 
installations. 








All types and sizes 


1. Rubber covered 3. Heavy-duty rub- 
conductors— ber casing. 
copper lugs. 

2. Plated strain re- 4. Sturdy bakelite 

lief clamp. cap. 



















= 


New Low Prices nue 






Write for 








ELECTROMASTER, INC. 


Makers of Electromaster Ranges | 





1805 E. ATWATER ST. * DETROIT | 


| PERE R RRR ETRE E TEETER EERE eRe 


| all others. 


STRESS THIS FEATURE when 
selling Chromalox-equipped ranges. 
Emphasize contact cooking oo, 
which the Chromalox flat top makes 
possible—and also the five heats 
now available in these units. 


Sell ranges equipped with these units. 
Use Chromalox units for replacements, 
too—they fit all ranges. The 
brings all the facts. 


coupon 


MAIL WITH YOUR BUSINESS LETTERHEAD 





g 


EDWIN L. WEIGAND CO. 
7525 Thomas Blvd., Pittsburgh, Pa. 


Send me the "CHROMALOX PLAN" book, 
Name 


Position 
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